PUBLISHED EVERY OTHER MONDAY 


Building 
Materials 


MERCHANDISER 


Jd 
= 
ci 
ord 
© 
£ 
oe 
of 
= 
rs 


& wee 2 


13 8 ist 
nu Arbor Micn 


American 


formerl 
Y Lumberman 


Jnivei 









STORES 














i ; 2 3 fi yets 
‘ etsy es 
a | Bs . 
wan wel eed 
Dt iba e . 
° aa wat pa s ta atatats Ap 4 ght 
tai tigi” | Sie PORT: Ae Ae 
98 t ew x Pe nh aes 





a 
2 oes 8 ke nn Stores” 
on a ae *, Atal idirig’ mate 







HIGHLIGHTS: 


What shopping center outlets sell 
Most profitable items and departnients 


Operational costs and problems 


Why some shopping center stores 
succeed and others fail. 











NOW YOU CAN SELL 


CABINETS FOR 
NEARLY ANY ROOM 
IN THE HOUSE! 


I-XL’s new Sculptured Spicewood line is 
chock full of intriguing opportunities for 
more sales. In addition to complete kitchens, 
you can offer: credenzas for family and 
dining rooms, spacious Lavanities for bath 
or dressing rooms (in Spicewood or white 
enamel finished), dressers for bedrooms and 
dozens of special-use combinations—all as- 
sembled from standard cabinets, with no 


special construction problems. All Sculp- 


tured Spicewood units have: fully-paneled 


doors and drawer fronts, self-closing drawers 
and adjustable shelves. For full information, 


please fill in and mail the coupon below. 


*Trademark 


THE 1-XL FURNITURE CO., INC. 
Dept. 11, Goshen, Indiana 


Gentlemen: 
I'm interested in Sculptured Spicewood cabinets. 
] Please have salesman call. 
Please send complete information. 
Name 
Address 
City_ a 
oO 0 Builder C) Remodeler 


THE 1-XL FURNITURE COMPANY, INC. 
- Goshen, Indiana 
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THIS NATIONAL SYSTEM pays for 
itself in less than two years. 








PERGAMENT DISTRIBUTORS, INC., 


is the largest Long Island, N.Y. 


chain of paint, wallpaper, floor covering and electrical supplies. 


LOUIS PERGAMENT, PRESIDENT 
of Pergament Distributors, Inc. 


“Our Calional System 
returns 71 % annually» our investment!” 


—Pergament Distributors, Inc., Westbury, N.Y. 


“We can speak as experts on the effi- 
ciencies of the National System. We 
use two National Accounting Machines 
in our home office and operate 50 
National Cash Registers daily in our 
26 stores. 

“As a large supplier of paint, wall- 
paper, floor coverings and electrical 
supplies, we must have fast, accurate 
records at all times. Our profits depend 
on it! National Registers provide us 
with departmental figures, printed cus- 
tomer receipts, and a complete accurate 
sales control. 

“Our two Accounting Machines 
handle all accounts payable, inter-com- 
pany distribution journals, cash dis- 
bursements and payroll analysis. In 


fact, any accounting problem we have 
is quickly solved by our System. As a 
result, we have the finest management 
control possible. We have used and in- 
vestigated other methods, but for our 
purposes none can compare with 
National. 

“Our National System returns 71% 
annually on our investment. We can’t 
think of a better investment for im- 
proving all merchandising operations.” 


President 
Pergament Distributors, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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our business, too, can benefit from the 
penal time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return you an extra 
regular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask about the National 


Maintenance Plan. (See the 


yellow pages of your phone 
“TRADE MARK REG. U. S. PAT. OFF. 


book.) 
Sational * 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ELECTRONIC DATA PROCESSING 
nce paper (No Carson Reauieen) 
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“EVERYTHING HINGES ON HAGER/." 


C. Hager & Sons Hinge Mfg. Co. © Si. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited « Kitchener, Ontario 


Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
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COMING EVENTS 


Sept. 17-20—1961 Hoo-Hoo Convention, The Americana, 
Miami Beach 
Sept. 20-21—40th Producers’ Council Convention, Pitts- 
burgh Hilton Hotel, Pittsburgh 
Sept. 24-28—Joint National Convention of Aluminum 
Window Manufacturers Assn. and Sliding Glass Door 
& Window Institute, Mountain Shadows Resort, 
Scottsdale, Ariz. 
— 25-27—20th Annual Meeting of Northern Sash & / 
oor Jobbers Assn., Somerset Hotel, Boston 
Oct. 2-6—National Hardware Show, McCormick Place, 
Chicago = 
Oct. 6-7—Northwest Hardwood Assn., 7th Annual 
Meeting, New Washington Hotel, Seattle - . 
Oct. 9-11—National Assn. of Home Builders Marketing “DSC” means Dealer Sales Control, a phrase coined by this 
ae are ay eee eee Hotel, Wa magazine to focus attention on the most profitable business 
Oct. 15-21—National Forest Products Week methods used today by dealers and wholesalers. It is one of 
Oct. 21-22—15th Annual Convention, Oklahoma the permanent management principles which guide the edi- 
Lbrmn’s Assn., Municipal Auditorium, Oklahoma tors in reporting and interpreting industry trends. 


City , 
Nov. 4-7—NRLDA, McCormick Place, Chicago Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 

advertising, installation services, sales of new homes or re- 


" modeling packages to builders or consumers. 
WHAT'S COMING IN YOUR SEPT. 11th BMM: DSC means product brands and specifications controlled by 


* Home Improvement Sales Guide—a complete edi- the dealer. 
tion, your annual Fall Merchandising Issue, devoted 

to the improvement and remodeling market. In- 

cludes success stories from dealers and checklist of how 

you can produce a home improvement promotion and 

merchandising program wih the aid of manufacturers’ 

promotional material. 
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New Penetrating Wood Sealer-finish 
helps you tap 3 big markets — 
for more sales, more profit! 


A DANISH-TYPE 
OIL FINISH 


A SUPER-TOUGH AA SEALER FOR 
FLOOR FINISH ALL WOODS 


Less work! New Deep Finish Firzite® pro- | Outwears surface wood finishes! Deep Fin- Perfect sealer like its famous predecessor, 
duces a beautiful Danish-type ‘*hand- ish Firzite penetrates the wood fibers— Clear Firzite. Deep Finish Firzite helps pre- 
rubbed” effect withour laborious rubbing. producing a low-luster finish that wears vent grain raising or checking on paint or 
Just brush on, wipe off! with the wood. 


ORDER TODAY 
—get two extra pints 
FREE, plus wood 
samples, and display 
unit — 15%” wide, 
8%” deep, 30” high. 


WELDWOOD 


Products of United States Plywood 
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varnish work, “wild grain” with softwoods. 


United States Plywood Dept. BMM-8-28-61, 55 W. 44th St., New York 36, N.Y. 


Retail Value Merchandise 
(includes free goods) $43.00 


Dealer Cost — 


New Deep Finish Firzite. 24.30 
(4 gals., 6 qts., 4 pts.) 


Dealer Profit 


PLUS THESE FREE EXTRAS 


1. Two pints Deep 
Finish Firzite 


2. Eye-catching self- 
contained display unit 


3. Three real wood 
samples 





Company 


Address 
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THE EDITORS’ VIEWPOINT 


Should You Build a New Store? 


HIS ISSUE is devoted to new stores. The special report 

starting on page 24 is the first comprehensive study of shop- 
ping center outlets for retail lumber and building materials mer- 
chants. 


These articles prove again that retail stores are a vital part of 
the lumber and building materials industry, despite the prefabri- 
cation development and the increase in home improvement con- 
tracting among dealers. 


As a matter of fact, dealers with good one-stop lumber and 
hardware stores are likely to be the same firms who are also ac- 
tive in component fabrication, land development and packaged 
home improvement services. Alert dealers are learning to control 
every type of market which consumes building materials and al- 
lied products. 


Store trade helps to balance business from builders and indus- 
trials. As a rule, the handyman trade does not fluctuate as much 
as builder business; it is not so dependent upon the ups and 
downs of speculative construction. 


An effective display store directly helps contractor business 
too. Contractors can bring customers to the displays to select ma- 
terials and specialties. 


Dealers who are setting up separate home improvement de- 
partments or divisions also find that stores are an asset. One rea- 
son why established lumber retailers can control remodeling 
sales, compared with control by contractors, is that homeowners 
can come to a recognized place of business and get one-stop serv- 
ice. This contrasts with the problem of searching for a contractor 
who works out of his back pocket and has no way of showing 
what materials he will use until he brings them to the job. Dis- 
plays of wall paneling, siding, roofing, etc. at the retail store ac- 
tually will create home improvement business. 


Almost every dealer should consider improving his store mer- 
chandising. It is an essential part of DSC (Dealer Sales Con- 
trol). Whether a new store is in a planned shopping center, on a 
highway or at the lumberyard location depends upon the market, 
the capital and the ambition of the individual dealer. All three 
types have worked well for building materials dealers. 


THE EDITORS. 





You can supply the demand for 
hot items when you deal with FOR 
Georgia-Pacific. In fact, you can meet 
any lumber need in every major western ANY 
wood: Douglas Fir, Hemlock, White Fir, uses 
Larch, Sugar Pine, Ponderosa Pine and y 
Redwood. Other advantages of dealing BUILDER AY 
with a single source: fast service and 
mixed car shipments. Call G-P direct in LUMBER 
Portland, Oregon at CApital 2-5561 or 
write us at Georgia-Pacific, NEEDS 


Equitable Bidg., Portland 4, Oregon 
dimension, uppers, industrial items, timbers...unseasoned 
. in every major western wood. 


+ 


+o hw 
* 


a, Mo: 


and/or kiln dried. . 




















GEORGIA-PACIFIC 


plywood « lumber « redwood « hardboard « pulp « paper « chemicals 
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HOUSE COMPONENTS FROM MAJOR BUILDING MATERIALS PRODUCERS are coming 
out of the research stage. 


Both the Flexponent structural component system by Johns- 
Manville and the Masonite interior partition system have 
already been publicized. 


Now comes a new interior partition component from National 
Gypsum, announced last week. It will be fully described 
in a forthcoming issue of this magazine. 





The problem faced by all the manufacturers of components 
is not a technical one, but rather is a problem in marketing. 





Too often, the manufacturer depends upon a few tract builders 
to put up a model home or use a component in his homes. But 
the use of a new product or component in a few model homes 
doesn't generate mass production. The components must be 
marketed through dealers and distributors--especially those 
with prefabrication plants. One in four retail lumber 
dealers, for example, now makes roof trusses. These are the 
logical firms to market interior partition systems which are 
designed for use in houses that have roof truss construction. 











ENTRY OF MAJOR BUILDING MATERIALS RETAILERS INTO FLEXIBLE PREFABRICATION 
continues at a fast pace. Newest example is Peter-Kuntz 
Lumber Co., leading Ohio yard. This company has signed to 
produce the Kemp prefab system, which can prebuild any house 
plan, as originally described in BMM. 


Significant point: some builders are also setting up custom 
prefab plants. As soon as a builder sets up a shop for 
assembly of materials, he almost immediately becomes a 
dealer and is a direct competitor with established dealers 


and wholesalers. 








In other words, if a retail dealer does not join the obvious 
trend to component prefabrication, Somebody else in his 
market iS sure to do So. 








PROPOSED INTEREST RATE LAW HAS BACKING OF PRESIDENT KENNEDY. The law 
would mean that all interest rates on loans and installment 
purchases must be expressed in true annual interest. 





The proposal would mean more headaches and administration 
costs for all retailers, including lumber and building mate- 


rials dealers. 





It would be almost impossible to express interest on a true 
(continued on page 10) 
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NEW DEVELOPMENTS éegins on page 9) 


annual rate for some types of installment loans, particularly 
revolving charge accounts. 





In addition, consumers might also be "scared off" from buying 
if they viewed their interest charges on a true annual rate, 
which can mean from 10% to 20% and higher. Yet they would buy 
if the same amount were expressed in monthly terms. 








The bill should have a good chance to pass in the Senate but 
faces opposition in the House. 


NATION'S OLDEST HOME MANUFACTURER (PREFABER) MERGES WITH A MAJOR MATERIALS 


DISTRIBUTOR. Hodgson Homes, Inc., Dover, Mass., has joined 
with Sondik Corp. of Connecticut, Massachusetts and Vermont. 








Kenneth W. Spalding is chairman of the board for the merged 
company. Leon Sondik is president. Arthur Beever, prominent 
New Hampshire lumber dealer, is a director in the amalgamation. 








The merger is of significance to marketers in the light construc- 
tion industry because it points up the basic similarity between 
the so-called "home manufacturer" and the conventional lumber and 
building materials dealer and distributor. 











With the growth of component and whole-house prefabrication by 
conventional retailers and wholesalers, the “home manufacturer" 
begins to lose his claim to be a separate line of commerce. 

The Hodgson=-Sondik merger is an example of this marketing truth. 





HOUSEHOLD FORMATIONS--KEY TO HOUSING DEMAND--ARE INCREASING. Census Bureau 


predicts 802,000 formations of new households this year, comparec 
to 770,000 in 1960. 





The Bureau expects formations to rise to 974,000 in 1962 and 
almost a million annually after that. 





It will take a while, however, before new formations stack up to 
the late 1940's when there was an average of 1.5 million a year. 


LONGER, LARGER LOANS CAN NOW BE MADE BY SAVINGS & LOAN ASSOCIATIONS for 


DEALERS CAN 


single-family homes. 


New regulations have been authorized by the Home Loan Bank Board, 
increasing to 30 years from 25 years the maximum repayment term 
of a mortgage loan made by federally-chartered savings and 

loan associations. 


Also, mortgage loans can be made for 90% of a home's value 
up to $25,000, plus 80% of the value above $25,000. 


COMPETE WITH DISCOUNT HOUSES ON BASIS OF RECENT STUDY by 
management firm to determine why people buy from these retail 
outlets. Interviews with 200 New England housewives revealed 
that convenient location, good parking and self-service were 
the three leading reasons why shoppers bought from discount 
department stores. 
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Franklin P. Taylor (right), Vice President, Sales, Buffalo Crushed Stone Company, a 
Unit of Houdaille, Bowmansville, N. Y., with Wayne Ross, his Dodge representative. 


“At least 95% of our annual volume 
comes from following leads in Dodge Reports.”’ 


“Keeping every one of our salesmen posted on the 
selling opportunities in new construction in our 
area would be virtually impossible without the 
detailed, up-to-the-minute data we receive every 
morning in Dodge Reports,” says Mr. Taylor. “In 
our competitive market, a lag of just a few hours 
could mean a loss of substantial amounts of business. 
That’s why we depend so heavily on the timeliness of 
Dodge Reports.” 

Buffalo Crushed Stone is one of the leading mate- 
rial suppliers in the greater Buffalo area and western 
New York State. It sells ready mix concrete, sand, 
gravel, concrete pipe, precast and pre-stressed con- 
crete members, crushed stone and bituminous con- 
crete through three sales divisions. 

Each morning, the day’s Dodge Reports are routed 
directly to Mr. Taylor for action. “I check them 
immediately,” he says, “for jobs that involve our 
products and assign these jobs to the various sales 
divisions. Each project is entered (in detail) on a 
product sheet for use in our weekly sales reports. 


* w. oooGce 


f 


CORPORATION 


DODGE 


reports 


119 W. 40th St., New York 18, N. Y. 
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This way, even the first sales call on a prospect is an 
effective one—with the salesman able to discuss 
the prospect’s needs intelligently. Each follow-up is 
also entered on this sheet and initialled by the sales- 
man assigned. 


“We also maintain a mailing list of contractors 


that is kept accurate and up-to-date by checking it 
against our daily Dodge Reports.” 


Your company can receive this same kind of 


advance information for your specific sales territories 
—for only a fraction of the profits it can help you 
earn. Send the coupon for further information, or 
consult the phone directory for the Dodge Office 
nearest you. 


F. W, DODGE CORPORATION 
Construction News & Statistics Div., Dept. BMM-81 
119 West 40th Street, New York 18, N. Y. 


I’d like to receive your free booklet, “How to Get More 
Business in the New Construction Field” and details 
on how Dodge Reports can help me increase volume 
and profits. 


Name 





Cc y 


Pp 





Address 








City Zone State 
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PACKAGED TRIM 


. oe Earl Bass, 
Wright & Sadler Construction Co. 


“My experience in using John Day Pack- 
aged Trim dates back over seven years. Be- 
cause a natural finish is the big demand in 
this area, John Day assures us that we will 
receive the smooth, clean stock necessary to 
obtain the proper finish. 

“Also we have found that we save on labor 
costs by reducing all the cutting involved 
with lineal trim. And we don't wind up with 
all the shorts left over.” 


Louis Gaines, 
Gaines & Gaines Construction Co. 


*'l have been using John Day Packaged Trim 
exclusively since it was introduced into this 
area over 12 years ago. During that time, 
we have always found John Day to be uni- 
form in texture and machining, thus eliminat- 
ing the job of having to select pieces when 
trimming out an opening.” 


- Clay Gaines, 
Gaines Home Building Corp. 


“'L like to use John Day Trim because it's one 
of the modern-type materials that up-to-date 
builders can use to stay competitive. It elim- 
inates waste of material and saves enough 
labor time to result in important cost re- 
ductions. Also, the packaging protects it from 
nicks and stains so that our home buyers get 
trim that's in perfect condition every time. 
John Day Trim guards us from complaints 
and call-backs.”* 


Bill Wheeler, 
Wheeler Construction Co. 


“John Day Packaged Trim has been a stand- 
ard item with me for over 12 years now. In 
building o quality home, the trim plays an 
important port in the finished look, and with 
John Day Trim we are guaranteed that we 
will receive the quality we require at mini- 
mum cost. We have no waste.” 


Edward Hines Lumber Co. 
Sawmills at Hines, Westfir, 


SAVES 

TIME AND 
MONEY AT 
PARKWOOD 
ESTATES 


Four of the leading builders in Nashville, 
Tennessee, have joined forces to build 
Parkwood Estates, a development that will 
include 2,500 to 3,000 homes when completed. 
These builders are using John Day Door and 
Window Trim exclusively, supplied by Tennessee 
Building Products, Inc., Nashville, Tennessee. 
Their experience with John Day Trim has 
convinced them of its cost-cutting advantages: 


Pre-Cut...in standard door and window sizes 
with allowance for mitering. Buy only what you 
use, avoid the costly waste of many feet of leftovers. 


Packaged...to stay free of dirt, stains and 
nicks until you unwrap it for use. Each 

package clearly end-labeled to prevent 

mistakes in application, ordering and shipping. 
Everything you need in each door set—stops and 
casing strips. Two packages trim a window— 
one containing horizontal members; the other, 
the vertical parts. Small inventory goes far. 


100% Clear...made of the finest soft-textured 
Ponderosa Pine, absolutely free of defects. 
Easy to work. Satin smooth surface easy to 
finish. Use Type ‘‘N” Door and Window Trim 
for all finishes, Type “P’’ (Door Trim only) 
for paint and enamel finishes. (Type “‘P”’ 
costs about 20% less than Type ‘‘N’’). 


po------n-- 


FREE SAMPLES! Dept. 6134 
For your free samples of John Day Packaged Door and Window Trim, clip this panel, 
sign your name, attach to your letterhead and mail to Edward Hines Lumber Co., 


Dee and Bates, Oregon. 
Other plants: Plywood, | 
Westfir; Hardbord, Dee; | 
Millwork, Boker and ita . 
Hines, Oregon. | 200 S. Michigan Ave., Chicago 4, Ill 
Engineering and | 
Development Division 
Hood River, Oregon. l 


Name 
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Midian Wide Meeting on NRLDA Home 
Improvement Program, Sept. 14th 


WASHINGTON—The National Retail 
Lumber Dealers Assn. has invited 
prominent manufacturers and trade 
press representatives to a _ meet- 
ing at which NRLDA’s Home and 
Property Improvement (HAPI) pro- 
gram will be reviewed and explained. 

More than 200 people are ex- 
pected to attend the one-day session 
Sept. 14th at the Shoreham Hotel 
in Washington, D. C. 

NRLDA President Winfield B. 
Oldham said the meeting will cover 
the full range of the $13 billion a 
year home improvement market 
with particular emphasis on the pro- 
motion program developed by 
NRLDA for building materials deal- 
ers. 

Oldham, 
Oldham Lumber Co. of 


who is also president of 
Dallas, 


Tex., pointed out that there has been 
increasing public interest this year 
in home repair and modernization 
and that the volume of work should 
expand rapidly under the more lib- 
eral financing terms and other pro- 
visions of the 1961 Housing Act. 

In the letter of invitation, Oldham 
told the manufacturers and editors 
that NRLDA’s HAPI program will 
be the basis for the discussions. 

He said: “The merchandising phase 
of our program is yet to be developed 
and it is in this merchandising area 
where we feel that people prominent 
in the industry can give us counsel 
and direction. 

“At the same time we believe that 
interchange will work toward coor- 
dination which will develop many 
mutual benefits.” 





Wood Use Study in 


THE U. S. FOREST SERVICE is 
making a series of studies to obtain 
detailed information on the amounts 
and kinds of wood used in residential 
construction today. First of the series 
is a study of wood used in houses in- 
spected by FHA in 1959. As one part 
of this study, approximately 170,000 
new single-family detached houses 
were classified according to type of 
foundation and exterior wall construc- 
tion. These two characteristics are 
known to affect the amounts and 
kinds of wood used in a house. 

Of the houses represented in the 
sample, 70% were of wood frame con- 
struction. An earlier survey by the 
Bureau of Labor Statistics, represent- 
ing all new nonfarm single-family 
houses started during the first quarter 


Housing 


of 1956, provides comparisons. 
Trends, In 1956, 83% of all houses 
were of wood frame construction. In 
the 1959 survey, 20% of FHA-inspect- 
ed houses had lumber, plywood, fiber- 
board, wood shake or shingle siding, 
compared with 24% of all houses 
having wood siding three years earlier. 
Only 16% of new FHA houses 
used a concrete slab in 1956, but 40% 
were built on a slab during 1959. Sig- 
nificant variations in type of construc- 
tion occurring in different regions of 
the nation were described by USFS. 
When completed, the Forest Serv- 
ice study will provide data on amounts 
and kinds of timber products used in 
building homes and on the ways this 
use is affected by differences in type 
of construction, structure size, con- 
struction cost and geographic location. 





Anderson and Independent 
Lineyards Merge in Denver 


DENVER—Two large retail lumber 
and building materials firms, with 
yards ranging from Minnesota to 
Utah, merged this month and chose 
this city as headquarters of the new 
company. Annual sales of the two 
companies surpass $11 million. 

J. F. Anderson Lumber Co. of 


14 


Minneapolis, with 43 retail outlets in 
Minnesota, Iowa, North Dakota and 
Colorado and total sales of more than 
$6 million, is the larger firm in the 
merger. Independent Lumber Co. of 
Grand Junction, Colo., with annual 
sales of $5 million from 20 outlets in 
western Colorado and eastern Utah, 
is the other member. 

New name. J. F. Anderson-Inde- 


pendent Lumber Co. is the new name 
of the firm, with headquarters in the 
Denver National Bank Bldg. The com- 
pany will soon erect a $250,000 main 
office building in the metropolitan 
area. 

Both companies started as “one- 
yard” lumber operations and have 
grown to lineyard building centers. 
They are active in prefabrication, fi- 
nancing and land development in ad- 
dition to broad line building mate- 
rials selling. Independent was_ the 
largest retail dealership in western 
Colorado and pioneered in prefab 
buildings on the western slope. 

Officers. W. C. Kurtz, formerly 
president of Independent, is new board 
chairman. John V. Dobson, previously 
head of J. F. Anderson, is vice chair- 
man. Kurtz’s son, Richard M., is presi- 
dent of the new concern; William C. 
Kurtz, Jr. is executive vice president 
and James R. Kurtz is vice president- 
sales. 


S&L’s Can Liberalize Loans 
For Single-Family Units 

WASHINGTON—Early this month 
the Home Loan Bank Board author- 
ized. federally-chartered savings and 
loan associations to allow longer and 
larger loans for single-family dwell- 
ings. 

Maximum terms for conventional 
home mortgages were brought closer 
to those for FHA-backed mortgages. 
Officials said the move was prompted 
partly by easier terms now allowed 
by FHA. 

The new regulations permit savings 

and loan associations to: 
* Increase to 30 years from 25 years 
the maximum repayment term of a 
mortgage loan on single-family homes. 
* Extend mortgage loans on one-fam- 
ily houses to 90% of the home’s value 
up to $25,000, plus 80% of the value 
over $25, 000 up to a maximum 
amount of $26,500. (Under old rules, 
loans on single-family dwellings could 
equal 90% of the value up to $20,- 
000 pilus 80% of the value over that 
amount to a maximum loan of $22,- 
000.) 

Savings and loan associations, deal- 
ing mainly with “conventional” mort- 
gages not backed by FHA, make 
more than 40% of all home mortgage 
loans in the nation. Some 1,900 of 
the 4,700 total are subject to the new 
regulations. They hold more than half 
of all savings and loan assets. How- 
ever, they can make terms tougher if 
they want to. 
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IT'LL PAY YOU TO SPECIFY — 





GOLD MEDAL LUMBER GOLD PLY PLYWOOD 


Pickering starts with fine natural quality in the tree... You get the best in Plywood when you specify Pickering 
and maintains this quality throughout all operations— Gold Ply Plywood. Finest equipment. Quality control, 
manufacturing, drying, grading, shipping . . . assuring assured DFPA grade stamped. Make your next order 
you the bestin... read Gold Ply Plywood. 
SUGAR PINE, PONDEROSA BOTH YOU AND YOUR CUSTOMERS WILL BE 
WHITE FIR, INCENSE CEDAR WELL SATISFIED WITH GOLD PLY PLYWOOD 


PICKERING LUMBER CORPORATION 


Standard, Calif. (Near Sonora, Calif.) 
Telephones: Sonora JE 2-7141, Tuolumne WA 8-4213 ¢ TWX: Sonora 116-U Bek a 














Spacemarter 
FIXTURE FLEXIBILITY 


= 
Custom Quality 


Mass Produced! 
can 


One source for every 
planning - fixturing - 
merchandising need! 


An entire weatherproofing department shown in 4’ x 10’ of floor area! * Holds and a Se ee ee SS Se a a a = 


merchandises everything from calking guns to sealing compounds... weatherstrip- y REFLECTOR HARDWARE CORP., Dept. BMM-8 
ping to house numbers! ¢ Slotted end frames permit four-sided merchandise arrange- 

ments! ¢ Instantly adjustable diamond-perforated metal shelves accommodate all 1400 NORTH 25th AVE. 

types and sizes of merchandise! « Shelves may be used horizontally, vertically or in MELROSE PARK, ILL. 

inclined position! * Versatile island unit for easy seasonal or special promotional Gentlemen: Please send me your 
change overs! * Entire unit can be assembled in minutes—without any special tools! CURRENT SPACEMASTER CATALOGS. 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE, 
AND SHOWROOM: AND SHOWROOM: SHOWROOM AND WAREHOUSE: 
225 W. 34th ST. 1400 N. 25th AVE. 511 W. OLYMPIC BLVD. 
NEW YORK I, N.Y. MELROSE PARK, ILL. LOS ANGELES 15, CALIF. sever State... 
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— manufacture and sell my own 


of ALUMINUM storm doors and 





RIGHT You ARE ! The aluminum storm door 


and window business is too big to ignore—too big to fight. Consumer and builder 
acceptance continue to shoot up... generating an ever-expanding market poten- 
tial. That’s why so many alert, aggressive building material distributors are going 
all out— going Kelco—to capture their share of this highly profitable business in 
their own trading areas. ‘‘Lost sales’’ become a thing of the past...for as a Kelco 
Fabricator you can meet and beat the challenge of competition on all fronts— 
pricing...service...quality...completeness of line. Get all the facts, now! You'll 
find the Kelco program of lineal fabrication one of the best moves you ever made! 


The Kelico Pian of Lineal and KD Fabrication enables you to become your 
own manufacturer of a complete line of storm doors and windows with minimum extru- 
sions and components. Jalousies from KD components, and aluminum thresholds are 
also included in the Kelco lineal program! 


As a Kelco Lineal Fabricator you manufacture where your market is. . . offering 
a complete line of first-quality aluminum storm doors and windows without expensive 
inventory or manufacturing costs! 


Kelco Supplies Everything You Need. Low-cost tooling, engineering help, 
financing, technical field assistance, sales and merchandising aids, full factory support— 
the whole package! Tooling is simple, inexpensive because of Kelco’s exclusive, simplified 
lineal techniques. No “‘special-skills” labor required, and Kelco helps you train in its 
own factory-school! 


NOW YOU CAN MANUFACTURE WHERE YOUR MARKET !S! 


cama 
\ pea \ 
et 


‘ 


; 
\ 
i \ 


Vertical Windows Horizontal Glide Windows Picture Windows Two and Three 
Track Tilt Windows 








Storm Doors Jalousie Doors 
and Windows 
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full line 


windows ?”’ 


Check the many other ways 
it pays you to becomea 
Kelco-franchised Fabricator! 


Bigger profits! As your own fabricator, 
you pocket the manufacturer's profit! 
Better competitive position! You protect 
your profits against competitive price- 
cutters! Better customer service! You 
manufacture where your market is... 
give customers anything they want, 
faster, from your own shop! No expensive 
inventory! Kelco warehouses all the ma- 
terials you need...no costly tie-up of 
capital in inventory! You control quality! 
As your own manufacturer, you control 
quality of products you make! 


Or you can become a dealer 
... buying from a Kelco-franchised 
Fabricator in your area. You benefit from 
big savings, longer profits, speedier deliv- 
eries. You sell a better product for less, 
at higher profit. Many other advantages. 

MANUFACTURE WHERE 


BIGGEST PROFIT OPP: 
— SEND CouP 


CHOOSES OHCSEOOOSEHEOEEEEOOOESO SOOO OEESEEOS 


KELCO DIVISION, Wells Aluminum Corporation, 
830 Henry Street, North Liberty, Indiana. 


Rush full details on Kelco Lineal Fabrication Program. 
| am interested in [_] Fabricating [] Dealership. 


NAME 


ADDRESS 


DIVISION OF WELLS ALUMINUM CORPORATION, NORTH LIBERTY, INDIANA 
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What's the 
Price? 


Prices in nearly all species weakened in July. Both green fir and 
hemlock were lowering, but mixed car shipments remained 
fairly steady. 


Orders totaled 80.9 million bd. ft. for 107 mills reporting to the 
Western Pine Assn. the first week in August. This compared 
with 83.3 million ft. the previous week and 83.8 million the 
corresponding week last year. 


At the end of July mills reporting to the Southern Pine Assn. 
had orders on hand for 46.8 million ft. after shipments of 24.) 
million. 


Trading in Douglas fir plywood is slow with 44” sanded stock 
selling mostly at $64 per thousand sq. ft., although it has 
dropped to $62 at times. 


Plywood sheathing in 5s” grade bounces between $88 and $90 
per M. Lack of an order file buildup has pushed all plywood 
down. 


Building 


Materials 


MERCHANDISER 


Current Retail Price Range 


Retail prices to typicel one-howse con- 
tractors, besed on reports from leoding 
deolers received every two weeks by 
Building Materials Merchandiser 


Zone | 
North 
Atlantic 


Low High 


Zone 2 
Middle 
Atlantic 


Low High 


Zone 3 
South 
Atlantic 


Low High 


Zone 4 
East North 
Central 


Lew High 


Zone 5 
East South 
Central 


Low High 














Zone 6 
West North 
Central 


Low High 


Zone 7 
West South 
Central 


Low High 


Zone 8 


Mountain 


Low High 


Zone 9 
Pacific 
Coast 


Low High 


LUMBER 
Douglas fir 


Dimension 4 
Std. & Btr. R/L 2x4 green 
Std. & Br. R/L 2x4 dey 
Std. & Btr. R/L 2x10 green 
Std. & Btr. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension 
Std. & Ber. R/L 2x4 dry 
Std. & Btr. R/L 2x10 dry 
Western Pine 
Boords 
No. 2 & Btr. R/L 1x8 dry S45, shiplop 
No. 3 & Btr. R/L 1x8 dry S45, shiplep 
Southern Pine 
Dimension 
No. 2 & Btr. R/L 2x4 dry 
No. 2& Btr. R/L 2x10 dry 
Boards: ‘ 
No. 2 & Btr. K/L 18 dry S45 or 
D&M or shiplop, dry, 
Hardwood Flooring 
Select ook 25,32" x 2's" plain sewed 
Mo. 1 Com. oak 25/32" x 2'."’ pl. sew. 
Interior Softwood Paneling 
Ne. 2 ponderosa pine R/W 
Wood Siding 
Redwood clear oll heort bevel siding 
3/4" x 10" 
“A™ cedar bevel siding 3/4"" x 10” 
Wood Shingles 
Cedor shingles 5/2 No. | 16" - 5X 





PLYWOOD 


Fir, 1/4"" DEPA-AD interior give 
Fir, 1/4" DFPA-AC exterior glue 
Fir, 3/8" DFPA-CD sheathing int. give 
Fir, 1/2" DFPA-CD sheathing int. glue 
Fir, 5/8" DFPA-CD sheothing int. glue 





MILLWORK 

Phil. mohogeny (Leven) flush door 
1-3/8" 2464 

Birch flesh door 1-3/8" 24x6-8 

Dowble-hung window 2-4x44, setup, 
glezed, weatherstripped, bolanced 





BUILDING MATERIALS 
Ovtside white point, first grade 

8d common steel ncils, U.S. mode 
Min. wool insvletion, tull-thick bett 
Ceiling Tile 12” x 12” 

1/2” Insuleting building boord 
25/32" Inswloting sheathing 

3/8" gypsum wallboard 

1/8" tempered hardboard , ’ » , ; 3 g 4 
215% thick butt esphelt shingles i t 4 ; R 8.40 





























33. 
13.50 


*Price rise + Price decline 


18 August 28, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 
Circle No. 12 on Handy Cover Card> 





THE Evanite BIG THREE... 
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Plywood: Douglas Fir Plywood, DFPA 
grade-marked; Larch Plywood, DFPA 
grade-marked. Hardwood-faced Ply- 
wood: Birch, Red Oak, Ash, Madrone, 
Philippine Mahogany, Cherry, Walnut. 
Specialty Plywoods: Crezon Overlaid, 
Medium Density; Texture 1-11, Marine 
Plywood, ‘‘2-4-1'' Plywood, Vertical 


Grain Fir, Ag-Ply, Knotty Spruce, Idaho 
Knotty Pine. 








Sales Offices: Chicago, Ill. « Tampa, Fla. 


PRODUCTS 
COMPANY 
PLYMOUTH, MICHIGAN Se 


BUILDING MATERIALS DIVISION 


e Coos Bay, Ore. © Anaheim, Calif. 


. «» Choose Evanite 








Hardboard: Standard, Tempered, Pre- 
finished, Perforated, V-Grooved, Corru- 
gated, Exterior Siding, Garage Liner. 
Poly-Clad (t.».) Plywall® Pre-finished 
and matching Plywood Paneling, 
Moldings, Bi-fold Doors, Cabinet Doors, 


Cabinet Stock, Wainscot Panel Kit, 
Doors. 


IT PAYS TO BUY 
FROM YOUR JOBBER 


Evans is a member of the Douglas Fir Plywood Assn. 





e Syracuse, N.Y. e Plymouth, Mich 








Hardware - Store Business 
= 


Building 
-Materials 


a MERCHANDISER 


New Product Parade 
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Folding Panel Hardware 

Grant’s new 2500 Series hardware in- 
troduces a new double-duty spring pivot 
said to reduce installation time up to 
50%. It is available in two basic sets. No. 
2520 set for passageway openings has 
hidden hardware. No. 2540 set for clos- 
et openings has sturdy apron mounts 
and standard butt hinges. Track is alu- 
minum; pivot and door guide is self- 
lubricating nylon. 

Each set is complete with track, all 
hardware and door pull. Grant Pulley 
& Hardware Corp. ; 

Circle No. 201 on Handy Cover Card 





Dripless Wall Washer 

A compact twin tank wall washer has 
been added to American Floor’s line of 
do-it-yourself tools and equipment for 
rental, lease or sale. 

Two lightweight, easy-to-use 6” x 12” 
aluminum trowels are used to wash and 
rinse all types of walls and wall fin- 
ishes. Sponge-covered trowel is available 
for corner work. Equipment package in- 
cludes machine with caster base, two 
10’ connecting hoses and two trowels. 
Special wall washing fluid concentrate 
also is available. American Floor. 

Circle No. 202 on Handy Cover Card 





A New Lockset Finish 
A new Dexlock lockset 
finish combines etched 
bronze with satin bronze. 
Designated U.S. 11-E/10, it 
combines an etched bronze 
rose and knob insert with a 
satin bronze knob and escut- 
cheon. It’s available on en- 
trance locksets as well as 
passage and privacy for in- 
terior doors. Mounted dis- 
plays are available to deal- 
ers. Dexter Lock Div. 
Circle No. 204 on Handy Cover Card 


20 


“> 


HH 


~~ 











Has Two-Catch Latch Handle 


The new CC knob latch provides ex- 
tra measure of safety with a two-catch 
inside latch handle. It permits the out- 
swinging storm or screen door to be 
caught even if there is too much com- 
pression for the door to close completely. 

Installation is fast and simple. Only 
three holes of standard quarter-inch di- 
ameter need be drilled. Latch fits stiles 
as narrow as 15%”. It is reversible for 
right or left-hand installation. Outside 
knob is of the fully enclosed tulip de- 
sign. Ideal Brass Works. 

Circle No. 203 on Handy Cover Card 


For more facts, 
use handy back 


Wrought Iron Railing 
New Bel Air wrought iron 
railing is easily adapted for 
both level and stair installa- 
tion by a homeowner. Rail- 
ing is entirely welded thus 
eliminating bolts and rivets. 
Patented feature permits raii 
to be slanted to any angle. 
Railing is offered in 4’ and 
6’ stock lengths. Sales aids 
include installation instruc- 











tions. Elite Fabricators. 
Circle No. 205 on Handy Cover Card 
(Continued on page 23) 
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Only your DAP wholesaler salesman can give you 
a choice like this! 


SDOSTOOOIIIOOT 


QAP Caulking for bigger do-it-yourself sales—a top quality 
_ product pre-sold to millions by powerful National Advertising 


&, & S) ©. 
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Cc o w 0 


Rely-On Caulking—a quality caulk priced especially low to 
give you a competitive edge for volume sales 


Now the full DAP line Pe DURATITE a 


WOOD DOUGH AND SURFACING PUTTY * WHITE GLUE * HOUSEHOLD CEMENTS 
TUB-N-TILE CEMENT * PORCELAIN GLAZE « LIQUID SOLDER AND OTHERS 
Call your DAP or Duratite Wholesaler now for details. Or write us for his name. 


oe 





DAP inc., General Offices, Dayton 31, Ohio 
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It looks like expensive wood paneling. But it’s as 
tough as vinyl plastic! And it has a core of fire- 
proof gypsum! That’s Vinyt-Guarp, the remark- 
Panel. An 


of clear plastic gives Vinyi-Guarp a velvety satin 


able new Decorator invisible shield 


finish that resists all common household stains 


and washes with soap and water. 





2 idea 


*Ancther Gold Bond exclusive 


VinyL-Guarp has over 100 times the abrasion re- 
sistance of ordinary gypsum grainboard products! 
Here’s a product builders will really go for. 
VinyL-Guarp is just right for family rooms, hall- 
ways, or any other high-traffic areas. Ask your 
Gold Bond® Representative for free samples and 


literature. Or write Dept. BMM-81. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 





Gold Bong, 


BUILDING PRODUCT 


: 


+ 


-GUARD” DECORATOR PANELS — 


’: 
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Hardware . Store Business 


NEW PRODUCT PARADE 
(begins on page 20) 


Two New Concealed Hinges 

Amerock announces two cabinet pin 
hinges for use on flush overlay doors 
%” thick. An extra-long door wing al- 
lows doors to be mounted back to back 
without the hinges marking adjacent 
doors. No. 1238 hinge shown in photo- 
graph above is for application to vertical 
frames. No. 1242 is for application to 
horizontal frames. 

The new hinges replace hinges Nos. 
1205 and 1210. Both are offered in four 
finishes. Prices start as low as 4814¢ per 


For more facts, use 


handy back cover 


Dura-Brace Speeds Framing 

Dura-Brace, a_ single-piece steel an- 
chor, provides high holding power as a 
roof truss or conventional rafter tie- 
down and as a floor joist hanger. The 
stirrup design uses fewer nails to create 
a more secure bond with a bearing wall, 
beam or header, says maker. 

Its flat surface does not cause a bulge 
or interfere with ceiling, wall or floor 
finishing. Dura-Brace is manufactured of 
18 gauge galvanized sheet steel. It’s 
available in seat widths of 156”, 314” 
and 3%”. Duratile. 


coupon. 














Kennatrack Adds Bi-Fold Units 

Bi-fold door units have been added by 
Kennatrack to its national door hard- 
ware line. Trade-named Kennarama, the 
two and four-door units, in all standard 
widths, are available in louvered, raised 
panel-louvered and flush styles. 

Wood finishes include Philippine ma- 
hogany, white pine, birch and oak. Ken- 
natrack mounts its own Scottie 4400 
hardware on doors and ships complete 
units, track, accessories and instructions 
in one package. Literature and prices 
are available. Kennatrack Corp. 


pair, list. Amerock Corp. 


Circle No. 206 on Handy Cover Card 


Rain Carrying Line 
Quaker State Metals an- 
nounces the development 
of a new painted aluminum 
rain carrying line. It is avail- 
able in 5” Ogee mill finish 
and embossed, with all nec- 
essary accessories. A_ uni- 
form coat of sprayed white 
modified alkyd enamel in- 
sures a longer paint life. 
Literature now is available 
to dealers. Quaker State 
Metals Co. 
Circle No. 209 on Handy Cover Card 


Screen of Fiberglas 


Excelum aluminum com- 
bination storm windows, 
doors and jalousies now are 
available with Fiberglas 
screening. The screening 
won't dent, bend out of 
shape, unravel, shrink, 
stretch, corrode, rot or stain 
sidewalls, maker announces. 
It also carries a 10-year 
guarantee. Sales aids in- 
clude a brochure. Excelum 
Aluminum Products. 

Circle No. 210 on Handy Cover Card 


Circle No. 207 on Handy Cover Card 








Translam Announced 


Called Translam, new 
panels, door and screens are 
designed for use in front ot 
a natural or artifical light 
source. Offered in translu- 
cent or clear opacity. Tex- 
tured or matte finishes ac- 
cent a wide selection of col- 
ors. Panels are available in 
fiberglass, vinyl and poly- 
styrene. Ideal item for do-it- 
yourself sales. Decorative 
Laminates. 

Circle No. 211 on Handy Cover Card 
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Circle No. 208 on Handy Cover Card 


Caulking Compound 
Stay-Tite No. 77 a!l-wea- 


ther caulking compound 
guns readily from 30° to 
120° F, says maker. Rub- 
bery skin develops within 
24 hours of application to 
insure long life and non- 
staining properties. Offers 
excellent adhesion to alumi- 
num, glass, wood and brick 
Available in 5 stock colors; 
other colors to order. Stay- 
lite Products. 

Circle No. 212 on Handy Cover Card 


23 





Facts and Figures on 27 Shopping Centers 





Eastern 
Dealer 
1, When did shopping center 

open? Nov. 1960 
2 Total number of stores | 
in shopping center? 


3. 3, Capacity of parking | 
area? 600 
4. Population of trading a | 
area? 150,000 


18 


5. Number of cashier 
checkout stations in 
store? 


6. Total store area? 
(Sq Ft.) 
7. Total personnel 
a) Fuli-time b) Part-time 
8. Hours? = 
a) Open on Sunday? 


9, is shopping center store 
incorporated? 

10, What type financing of 
fered? a) Do you offer 
charge plates or credit 
cards? 


Yes 


4 
None - Cash 
& Carry 
a) No 


as 
Ll, Do you give trading 


stamps? {No 


2, Do you do any contr actor | hie 
business? Very little 


12, Are most deliveries No delivery 
made from store? 
a) Do you charge for 

deliveries 


14. Do you promote big No 

ticket package remodel - 

ing? 

a) If so, how? 

b) Do you have a crew 
of Sub? 

c) Do you have a mode! 
kitchen? 

d) Do you have a color 
decorator center? 


Catalog 
a) Catalog 
b) % 


15, What types of advertis- 
ing do you do? (News- 
paper, TV, radio, direct 
mail, broadsides, etc.) 
a) Which is most effec 
tive? 

b) What % of sales do you 
budget for advertis- 
ing? 


He Rana rental fee? | $9,000 
a) Fixed or based on 
sales? 


= : 
17, Annual sales vol ume? 

a) Estimate if less than 
12 months? 

b) Total volume of 
orgam Zation, includ 
ing center? 

18, Mo Wost important depart. 


ments: a) Volume-wise 
b) Profit-wise 


Ta Lumber & 
plywood 
b) Paints 


Scie denta aiceas 
19. Average markup? 

——$__ 

2. Are sales & expense 

records of this operation 


separated from other 
outlets? 


Yes 


. Dollar volume inventory? $60,000 


22. How long before you 
reached break-even 
point? 





116,000, plus | 


a)4 


18-6 Mon., 


8-5 Sat 


+ — + 
Yes, a) $1 up | 20% | umber 


| Direct Mail, 


+ 
| Rent divided 
| with 3 depts. | a) Over $400, 


$150,000 & 
| up 


Ta) Bldg Mis. | a) Lov. & Bldg 


33-13 to 40% 50% to cost 


As far as 


90 day profit 


Eastem 
Dealer 


Eastem 
Dealer 


TEastem Eastem 
Dealer _ Dealer 


+ - —— 


Nov. 1959 |Jan. 1961 


| Eastem 
| Dealer 
| 1959 


+ 


1958 1956 


20 51 


TPienty - not 


400 sure 13,000 225 





surrounding | 150,000 50,000 


| towns 
None, Exclu T 
|sively Home |1 
| Improvement. 


| 
t 


1, need 2 


17,500, need 
10,000 1,600 
a) 1 
ib) 4 
110-9 Won,- 
Fri. 
10-6 Sat 
a) No. 


[1,200 \6,000 
la) 1 ja)6 
1b) 10 1b) 2 
1S-6Mon., |? am. to 
| Tues, Wed. 16 p.m. 
lg 9 Thrus., 
Fri., Sat | 
a) No. 
 badaosed 


Ta)4 

b) 1 

1-9 Mon. 
thru Sat. 
a) No 


b) 3 


Tues., Wed. 
8~9 Thurs., 
Fri 


+ 

No | Yes 

Midland Shop- | 30-60-90 

|ping Credit, 
HA, Bank | a) No 

Loan a) Yes | 


No 
TAI! kinds 


No 


All types 
a) Not yet 


Yes 
[30-60-90 

day. Rotating 

budget plan. 


No 


+ 


Yes 


From another 
location 
a) No 


Yes 
to $10 pur- yard 

chase. b) No | 80% store 

charge over a) No 

| $10. 


Yes Yes 
| a) Advertising a) Display & 3) Resi, TV, 
& Display installed newspapers 
b) Sub basis b) Sub 
c) Yes b) Sub 
d) Yes c) Yes 

d) Yes 


| Newspaper, 
| Direct Mail 


T Newspaper, 
Radio, 5 fly: 
ers annually | 


| Radio, TV, 
Newspaper, 
Direct Mai! 


T Newspaper, 


Broadsides 


| a) newspaper 


b) -4% 


T$17,500 $5,000 yr 


Inc. store. 000 add 4% 


| $200,000 | $250,000 
at present 


b) over 


| $1,300,000 


Ta) Hardware | 
Lumber 50- 
b) Hardware 


Mtis. 
b) Same 


b) Prefab 


| 


Only outlet | 


+ 
40% 
n store 
Yes Yes 
possible 


125% 


Approx. | yr. | 1 year 


| day plan, etc.| budget plan, 
H-60- 


a) newspaper | Direct Mail 


| Ms0se ty 
| a)4% 


Eastem Eastern 
Dealer Dealer 


June 1959 


[Eastem 
Dealer 


|Sept. 1957 | Dec, 1956 
/3 

+ 

| 800 

t 


130,000 


+ 





/4,150 
Ta) 5 


5,500 


Ta)5 

b)2 

8~6 Mon.- 
Tues. 

8-9 Wed., 
Thurs, Fri, 


16,000 


a) 15 
b) 25 
a) Some 19-6 Mon.- 
| Thurs. 
$-9 Fri, 
19-5 Sat 
|a) No 


t t 
Branch | 
store Yes 


3 equal pay- [Rotating 
ments, no im | budget plan, 
terest, 14% [FHA a) No 
on revolving 

credit 


+ — + 


No | No 


+ 


| Rotati ng 


day 


No 


+ + 


Very little | Verylittle {Yes 


‘Yes 
a) No 


| Yes 
a) No 


+ + 
Push D-I-Y | Yes 
business. 

b) Newspaper 


Newspaper, | Newspaper, 

Direct Mai! | Radio, 

a) newspaper | Direct Mail 

b) 2-3% | a) newspaper 
1b) 2% 


T Newspaper, 
Radio spots, 


| b) 14% 


Ta 
| a) Fixed 


$8,400- 10 | 
yt. lease 


T $1,220,000 $300,000 
|b) 14 million 


| 
| 
| 
2) Hardware | a) Lor. RBidg a) Kitchens — 
& Paint Mat b) Attic Re 
| b) Same b) Garden model ing 
| supplies | 


* 33-1/3 gmss [ss 5 
+ 
| 





Yes Yes 


| 
| Not yet 
| 


T 2-3 mos. 


ei 


a) 3 salesmen | a) Leads 


Canadian 
Dealer 


Canadian 
Dealer 


Eastern 
Dealer 


Oct. 1959 Aug. 1959 May 1961 
75 | | 


4,000 








400,000 


\4 

+ 

3, 000 
Ta) 12 

b) 18 

19:30-9:30 
Mon, thru 


12,100 
Ta) 10 

b) 6 
1:30-5:30 
Fri. till 9 


D2 


per week 
a) No 


+ 


Yes 
tating |30 Day Chg | 30-60-90 
et plan; | Mo. install. | day. Revolv. 
ay. |plan. a) No | accts. a) No 
a) Yes 


4 —____4+ —________+ 


| No No 


+ 


| No 


Canadian 
Dealer 


April 1956 = 


\74 


TS-6 6 days (6:30-5:30 | 


acer 
Rewl ving 
\Credit. 30- 


day open 
acct. a) Yes 


No 





+—_—_—_-—+— 


Very little No Very little 


‘TAnother 
location 
a) No 


TYes 
| a) No 


| From another | 
location. $1 
for orders 
under $10. 


Yes 

a) Display 
package 
materials 
b) Yes 

c) Yes 

d) Yes 


Yes 

a) Through 
| Adv., Dis 
| plays &2 
| outside 

salesmen 
|b) Sub 

c) Yes 

d) Yes 


3 
Yes 


given to 
salesmen 
b) Sub 
¢) No 
| d) No 


Newspaper 
and Radio 
a) newspaper 
b) 1% approx | 


Newspaper, 
TV, Flyers, 
Radio, 
Direct Mai! 
a) newspaper 
& Flyer 

b) & 


| TV - 5% 

| Direct Mail 

| a) newspaper 
b) 4% 


Newspaper 
0% 


jmillionof | a) Based on 
| annual sales | volume of 
2% thereafter! $500,000 


| a) additional | 
| percentage 

| basedon | 
| sales 


Yes 


TVerytew | 


a) No 


T Newspaper | 


TUS on first 1 $18, teen te — Wonth 1 $12,000 





b) 1% million | 


wd 


| 
| 


b) $7,000,000 b) $10, 000, 


b) $325,000 
last year 





Ta) Or. aPi-T 
| wd. 
b) Same 


= + 

a) Bidg. Mati.) a) Home 
&Piwd. =| modemi za 
b) Paint | tion 


es ee 
| 8% 





No 


| 
| 

+ 
| 
| 
' 


‘ga ana em 








Tot yet, pre- 
| | | pared to op- 
| | erate 3 years 
L | at a loss 


| 3-4 months 





* This information compiled exclusively for Building Materials Merchandiser. 


For 


free list of names and addresses of known shopping center outlets in which build- 
ing materials dealers are tenants or owners, write this magazine at 59 East Monroe 
St., Chicago 3, enclosing self-addressed stamped envelope. The Urban Land Institute, 





1200 18th St., 
August 28, 


NW, Washington 6, D. C. publishes a wide variety of materials on all 
1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








Operated by Building Materials Dealers* 





[Souther 
| Desier 


idwest 
Dealer 


Dec. 1958 May 1960. 





a) 5 


Bam.-6 p.m, 


a) No 


Midwest 
Dealer 


1957 
4 


2,000 


800 - Need 
more space 


}a) 3 





110 am.-9 p.m. 
No 


a) 


Midwest 
Dealer 


1951 
24 


380 


1,600 
a) 15 


7am, - 
a) No 


9 p.m. 


[Midwest 
Dealer 


| Nov. 1957 
| 


| | 1. Semi- 
| selF-service 


| widwest 
| Dealer 
t 


| March 1961 
2 at present 


| 800 
+ 


2,000,000 


a 


| a) 57 plus Mgr. 
|b) 50 


m.-9 p.m, | [9:30-9:30 Mon. | 


} thru Thurs. 
8:30-9:30 Fri. 
& Sat 





Yes 

5 yr. plan thru 
bank 

a) No 


Open accounts, 
Local Bank Fi- 
nancing, Univ. 
CIT, FHA 





— + 

Yes |Rec, rooms, 
a) Starting |added rooms, 
Home Improve- |kitchens, con- 
ment center centrate on 
b) Sub |packaged deal 
c) No ib) Sub 

d) Yes ic) Yes 

d) Yes 


Newspaper, 

| radio. 
| a) newspaper 
|b) 64% 


Newspaper, 
radio, direct 
mail. 

a) 

Direct Mail — 1 
Radio - 2 
Newspaper ~ 3 


$4,200 ~ | Fixed assess- 


| ment. 


$200,000 


+——. 
$5 
bd projected 


00,000 
) $800,000 


la) Lumber 
b) Paint 


24% (range 10 | T 
- 100% 


Yes 





| Yes 


Customers ar- 


range own fi- 
nancing 


"Yes - $16,000 | 
new home sold 


from lead on 
kitchen center. 
b) Sub 

c) Three 


Newspaper, 


radio, TV, 
Direct Mai! 


"3275 monthly 


" $120,000 


Yes 
FHA Title | 





Yes 


Newspaper, 


Direct Mail 
a) Newspaper 
b) 1.5% 


| No 
1 30-day acct. & | FHA, Reg. 


revol ving 
credit 


No 


Just accom 


modations for 
contrac- 


tors 


Yes 
a) No 


Not now, but 


definitely plan 
to 


Co-op broaé 


sides, own 
tabloid 


] $10,200 Min. 


| $350,000 


a) Bidg. “tls. | 


b) Same 


35% Hdwe. 
32-33% Lor. 
+ - 


1 


Yes 


| 
| 
t 
| 
| 
| 


$13 million 


a) No 


| Yes 


Chg. acct. 
a) Yes 


No 


5% 


| Made from 


firm's ware- 
house 
a) No 


No, but it 1s 


mass - dis 


played 


Newspaper, 


55 bill 

TV 

a) Newspaper 
= 


0) &e 


boards, 


+ } 
a) Housewares 


b) Spices 


Midwest 
Dealer 


| 
April 1961 
} 

| 

112 

T 

| 


1,500 


85,000 


3 
ia 
33,000 


a) 18 
|) 12 


10-9 Mon. 
| Sat 
a) No 





+ 
B ns 


TFHA, Rotating | TEC HIC Plan, 
| budget plan 


| a) Yes 


+ 


Some 


On purchases 
more than $20 
a) Over $20, 


free 


Yes 

b) Sub 
c) Yes 
d) Yes 


Newspaper, 


Radio, TV, 
Direct Mail 


a) Direct Mail 


Midwest 
Dealer 


Nov. 1960 





b) 12 


199 Weekday 
196 Sat 
a) No 


} 
ly Yes 


Revol. credit 
FHA 
a) Yes 


Some 
a) $1 
order 


min. 


Yes 

a) Displays 
b) Sub 

c) No 

d) Yes 


Newspaper, 
Direct Wai 
a) 5% 


b) 3% of gross 


I'> million 


first year 
3 million 
3 yrs. 


a) Lumber 
b) Pant 


262% from 
selling 


' $100,000 


Ist month 


4 


1 $36,00 
ft. basis 


sq 


a) $500,000 
b) $875,000 


a) Bidg. Mtl. 
b) Hdwe., 
Paint 


+ 


32% 


+ 


Yes 


| $125,000 


| Not yet 


Midwest 
Dealer 


May 1961 





b)5 


159 Mon. thru 
Sat 


Budget pian 
6 days 





Yes 
a) Depends on 
how much & 
what purchas- 
ed 

+ 
No 
c} Yes 
d) Yes 


Newspaper, 


Direct Mar 
a) Newspaper 


Based on % of 


a) At present 


+ 


| $75,000 


sales 


Lawn & Garden 
b) Lumber 


50% 


Too early to 
know 


a)9 am.-5Sp.m. 


Gnith 


Snith " 





A Dealer 
Aug, 1959 
| 28 


1,000 





l 


| 150,000 
| 


+ es 


5,450 


a)7 
b)4 


Sat. 230-6 
a) No 





| Yes 

130 day revol. 

| 90 day Time, 
FHA 


| a) No 


Weekday 10-8 


Dealer 


[uly 1961 





NS 
All types 


a) No 


| 
TYes, but may 


| discontinue 
} 


Yes 


Yes 


a) Out of city, 


and cement 
and concrete 


Yes 


a 
b) Sub 
c) Yes 
d 


Newspaper, 


Radio, TV, 
Direct Mail, 
Broadsides 
a) Probably 
Direct Mar 
bh) ™ 

2% 


0 a yr. 


a)$ 


} 4 
a) Gen. Hdw. 


incl. tools 
b) Decorating 
Hdwe, 


Another loce 


tion 
a) Yes 


We wi! 
a) One outside 
salesman plus} good job with | 


TV, radio 
b) Sub 

c) Will have 
d) Will have 


Newspaper, 


TV, Direct 
Mai! 

a) TV for re 
modeling 
Newspaper 
for store 
traffic 
Direct Mai! 
for gardening 


business 
b) 14% 


$6,000 


so 
$3,000, 00 


na! ? 
| At least 
| 3% gross 


+ 
$42,00( 


We hope 2 yr. 


We will 


Tee 
Dealer 


= 1956 


Large items, 


bank or small 
loan fin, 


Pick-up only 


| Yes 


Large items 
from main 
store 


+ 


No 
d) Yes. Real 


paint and 
sundries 


Newspaper 


) he 
b) Ik% 


T $5, 880 


a) Based on 
sale 


a) $160,00 


Ta)? 


+. 
Title | 


4 
Yes 


Western 
Dealer 


z 


| 
| Aug . 1961 





— 


+ 





{sa 150 


a5 
1b) 2 


Bam-Spm Toam-8p, 
| a) 12 noon to | a) No 
4pm 


| 2,900 


—— 


| Yes 
4 


Title | 
a) No 


| a) No 


No 


Yes 

a) Advertise 
fn Newspaper, 
radio, TV 

b) Sub 

c) Yes 

d) Yes 


b) Sub 
c) No 
d) Yes 


Newspaper, 


TV, Radio, 
Direct Mail, 
Broadsides 
a) Radio 


1 $575 monthly 


| equal sales; 
then paint 


+ 


0% 


+ 
| Only 
oper ation 


m 


30 days plus 


a) Newspaper, 
plus one out- 
side salesman 


—— | 


: 
| 


| $80,000 


About 60 aaa 








A bulletin listing available 
owners and managers of 
International Council of 


phases of shopping center development and operation. 
publications is available from the Institute. Developers, 
shopping centers are eligible for membership in < 


Shopping Centers, 342 Madison Ave., New York 17, N FIELD REPORTS START ON NEXT PAGE 
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SPECIAL BMM REPORT 





(begins on page 24 wtih statistics 
on dealer shopping center stores) 


Shopping Center Stores— 
Step Toward Greater 


Market Diversification 


Small stores and big ones (10 altogether) were opened 
by building materials dealers in shopping centers in the 
last 15 months. The store devoted 100% to home im- 
provement selling is the newest development in this fast- 
moving market. Dealers now have 30 branches and 


more are opening. 


Aggressive merchandisers who control overhead are 
making money in luxury settings and planning new 
stores in other centers. Other dealers, oftentimes inex- 
perienced and unable to cope with big-time management 
problems, are less satisfied. 


Whether you run a supermart or a small store, these 
dealer experiences can help you improve your merchan- 
dising—and your profits. 





INDING THE RIGHT LOCA- 

tion for a new store is more impor- 
tant than ever; also more difficult. 
Increasing land costs, inadequate park- 
ing space and the need for more con- 
sumer business—these are some of the 
factors that have encouraged retail 
building materials dealers to try a 
shopping center branch. 

Nationwide, the number of shopping 
centers has increased from 75 in 1949 
to 4,500 at the close of 1960 and 1,- 
000 more will be built this year, ac- 
cording to the International Council 
of Shopping Centers. 

The growing interest in shopping 
centers as prime retail outlets for build- 
ing materials and associated products 
is indicated by the steady flow of in- 
quiries to Building Materials Merchan- 
diser, leading to this pioneering study. 


MONARCH LUMBER CO., 
Winnipeg, Man., Can. 
12,100 sq. ft. (2-level) 


Numerically, the number of shop- 
ping center stores occupied by retail 
building materials dealers will always 
be small compared with conventional 
retail branches. But the retailing im- 
pact of these stores and their parent 
companies in their areas is already 
tremendous. 

First, almost without exception, the 
shopping center outlet is just one 
branch of the dealers’ overall opera- 
tion which frequently embraces sev- 
eral conventional retail stores; a home 
improvement division; a real estate or 
land development division; a construc- 
tion division and perhaps a component 
operation. 

Several of the companies with shop- 
ping center branches, as analyzed on 
pages 24-25, do an annual overall 
volume of $5 to $15 million. Their 


shopping center outlets do $600,000 
to $1% million. True, these are big 
operations and _ exceptional stores. 
Figures submitted to BMM indicate 
that the average shopping center 
branch does $250,000—$300,000 an- 
nually. 

Growing trend. No accurate census 
has been taken of shopping center out- 
lets operated by building materials 
dealers, but a list of 30 compiled by 
this magazine probably includes most 
of them. Nearly all of these stores 
have opened within five years. Ten 
of these stores opened within the last 
15 months and others are scheduled 
to open later this year. 

Two dealers, The Halliday Co. in 
Canada and Lumberjack Stores, Inc., 
Windsor Locks, Conn., each have two 

(continued on page 30) 





























CONSTRUCTION AUTOMATION COST AND ADJUSTABILITY PRINCIPLES ARE 


BUILT INTO NEW COMPONENT CUTTER. 

The new Component Cutter pitch and length dimensions all the components in the bone structure 
of a house, and it represents a good example of the built-in Construction Automation Cost and 
Adjustability Principles. 


Cost Principle: We call it the “not how many, but how few” Cost Principle and it is described 
in the following manner: Paying for and amortizing the Component Cutter on a daily cost basis, on 
our three-year financing plan, with 21 working days per month, figures about $12.00 per day. Now, 
you can start applying the “how few” principle for yourself. For example, using trusses as a basis for 
comparing a production item against cost ... You know the national average profit per truss is 
about $4.00. Therefore, a volume of three trusses per day (3 x $4.00 = $12.00) will pay for the 
equipment. Any number above three trusses per day ought to return you a percentage profit. 


Adjustability Principle: The Component Cutter, with one or two unskilled operators can cut 3 
trusses in less than 5 minutes. And, at maximum production it will cut 600 trusses per 8 hour day. 
Thus, the Component Cutter gives you a “built-in” growth potential of 597 trusses per day (600 
maximum production — 3 minimum production to afford the equipment = 597). 


Remember too, that the Component Cutter is designed to cut the entire bone structure of a house. 
We are using trusses merely because it is a familiar item of production. 


How can the Component Cutter cost so little in relation to its production capacity? Because, it is a 
product of invention, not of manufacturing! 


The “not how many, but how few” Cost Principle was invented, and built into this machine so you 
can afford it, even if you are the very smallest fabricator of bone structure components. 


The Adjustability Principle was invented, and built into this machine so you can grow and expand 
with the knowledge that you already own the capacity to produce. 


Cs 


Write: Clary Corporation, Construction Automation Division; P. O. Box 562; Fort Worth, Texas. 











CLARY CO R P 0 R ATION — “First NAME IN CONSTRUCTION AUTOMATION” 


Circle No. 15 on Handy Cover Card 








bes. 





Shopping Center Stores 
(begins on page 24) 





shopping center branches as part of 
their overall operation, which includes 
other retail stores. Neither dealer is 
convinced that a shopping center store 
is necessarily the most successful type 
of retail operation. 

Nevertheless, eight dealers who al- 
ready have shopping center stores re- 
ported they would be interested in 
opening another; 10 dealers were in 
the doubtful column and seven defi- 
nitely said no. 

One eastern dealer, who has had 
considerable experience in a shopping 
center operation, said he had found 
it more profitable to build a branch 
store and lease it to himself. 

Technically speaking, and for the 
purpose of this article, a shopping 
center store is one of a multiple group 
of stores—one or more. Many dealers, 
however, prefer to locate near a shop- 
ping center rather than in it; or in 
a high traffic area, but still independent 
physically from other stores. 

Sawyer’s considered a shopping cen- 
ter branch when they built in Worcest- 


30 





KNIGHT HOME MODERNIZATION CENTER, Beverly, Mass.; 4,150 sq. ft. 


er, Mass. about 10 years ago. Instead, 
they decided to build their own large 
department store of building materials 
and adjoining lumber mart with a large 
lighted and paved parking area. 

Some dealers prefer to build and 
operate their own shopping centers, 
which they control financially in whole 
or part. (Central Hardware, BMM, 
April 24, and Forest City, this issue, 
are examples of this type of opera- 
tion.) 

Seven of 27 dealers interviewed by 
BMM either built their own multiple- 
store shopping center or have a finan- 
cial interest in it. 

Emphasize remodeling. Some of the 
latest shopping center stores are de- 
signed almost exclusively for the pur- 
pose of selling complete home im- 
provement jobs. Linden (N.J.) Lumber 
Co., Oshawa (Ont.) Wood Products, 
Ltd. and the Knight Home Moderniza- 
tion Center, Beverly, Mass. are three 
shopping center branches, all relatively 
small stores, with almost 100% em- 
phasis on home modernization. The 
newest store in this group is Boise 
Cascade Modernizers, which opened 
this month in Denver. 

The smallest shopping center outlet 
with major emphasis on remodeling 


is Oshawa Wood Products, Ltd., which 
occupies 417 sq. ft. in Toronto’s largest 
metropolitan shopping center. This 
store was designed by James N. Lin- 
denberger Associates, Inc., architec- 
tural consultants to this magazine, who 
also designed a conventional store for 
this firm (see BMM, Jan. 16, 1961), 
also a showcase for home improvement 
packages. 

Large-size Kodachrome pictures of 
home improvement jobs are on a 
revolving drum in the store window 
of the Oshawa shopping center store. 
There is also a model kitchen, home 
planning center, color decoration cen- 
ter and displays of interior and exterior 
finishing materials. 

Lester Gottdenker, president, Linden 
Lumber Co., who recently opened a 
similar type operation in the Mon- 
mouth Shopping Center, Eatontown, 
N. J., reports this store did $210,000 
in the first six months of operation. 

A general remodeling job for $18,- 
700 was sold out of the center, also 
a fire repair job for $22,000 along 
with small porch jobs. Room additions,, 
kitchens and attic remodeling are most 
in demz.nd. 

Gottdenker says that shopping cen- 
ter stores represent a “tremendous 
source of remodeling business” and he 
plans to open another shopping center 
branch this year in one of the largest 
shopping centers in the country. 

Only one employe. The Linden Lum- 
ber “Idea House”, as Gottdenker’s out- 
let is called, is staffed by only one 
full-time employe with 10 salesmen 
following up leads. The small show- 
room features a model kitchen with 
built-ins; bar-recreation room; two 
finished recreation rooms using various 
types of materials; two types of attic 
displays in the balcony, one with 
double-decker beds for children. Each 
room is completely furnished. 

No building materials are sold in the 
“Idea House”, a center exclusively for 
home improvement sales. Despite a 
blizzard during the grand opening last 
January, the “Idea House” wrote $24,- 
000 in remodeling jobs within the first 
three days. 

In the Knight Home Modernization 
Center, the emphasis is on kitchen 
sales, with two full-size models and 
one partial display. Big-ticket packages 
are promoted exclusively in this store, 
“although we sometimes end up selling 
only the materials,” said Austin R. 
Knight. 

Other complete packages sold out 
of this store include new homes and 
cottages; garages, basements, dormers, 
attic rooms, patios and fencing. The 
Knight store has two full-time and 
two part-time employes. None of these 
stores is open Sundays. 

McClone Lumber & Supply Co., 
Appleton, Wis., has gone even further 
by restricting their home improvement 
sales to kitchens in their Valley Fair 
Shopping Center branch. Their branch 
store of 800 sq. ft. opened in 1956 
and is called “McClone Kitchens.” It 
has three full-time salesmen. 
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ALBUQUERQUE LUMBER CO., Albuquerque, N. M.; 7,100 sq. ft. 


Home improvement sales may 
eventually reach 1/3 of the total vol- 
ume in Forest City’s new shopping 
center store fully described in this is- 
sue, according to general retail man- 
ager Steve M. Feinstein. Special win- 
dow displays, full-scale models and 
specialized salesmen are tied to home 
improvement selling. 

Most dealers who do not already 
promote home improvements in their 
shopping center outlets plan to do so. 
Most stores that failed to show a profit 
also failed to promote home moderni- 
zation. 

Without big-ticket sales, one Cana- 
dian store executive emphasized, a 
shopping center store can “nickel and 
dime you to death.” 

Product screening. Close inventory 
control and careful product selection 
are two hallmarks, along with com- 


pensatory pricing, that distinguish suc- 
cessful shopping center stores. These 
branches display many products not 
carried in the conventional store. 

These items will include toys, also 
sporting goods and a wide variety of 
outdoor living merchandise, including 
swimming pools, barbecue equipment 
—everything for the lawn and garden. 
Channel Lumber and Hechinger’s dis- 
play scores of clocks and do a big 
pre-Christmas business; some dealers 
handle auto accessories. Hamman 
Lumber Stores, Phoenix, reported 
about 20% of their shopping center 
branch inventory is in sporting goods. 

Electrical fixtures offer one of the 
fastest moving specialty lines with a 
high markup, several dealers agreed. 
Lumberjack Stores with shopping cen- 
ter branches in Thompsonville and 
Suffield, Conn. recently installed new 


LANDER LUMBER CO., EI Paso, Tex.; 5,450 sq. ft. 


August 28, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


A A RD Sages hile 


ceiling-hung display centers of electri- 
cal fixtures and Channel Lumber has 
done the same in two of their super- 
mart stores in Springfield and Sayre 
Woods Shopping Center, Parlin, N. J. 

A color decorator center was high 
on the list of profitable departments re- 
ported by dealers. Floyd D. Hamman, 
Phoenix, said that electrical, plumbing 
and hardware are the backbone of his 
center store. 

“We're constantly analyzing our de- 
partments,” said Marvin B. Siegel, 
manager of Channel Lumber’s shop- 
ping center store. “If some department 
isn’t moving, we cut it down.” Auto 
accessories were dropped. Channel 
does 95% consumer business. Alu- 
minum products are displayed and 
promoted in their shopping center out- 
let and doors, windows, tub enclosures 
and jalousie porch enclosures are sold 
on an installed basis. 

Several dealers noted a cutback in 
housewares since they opened, but 
felt that selected housewares, especially 
of the gadget type, are important to 
attract women. Lander Lumber, El 
Paso, discontinued housewares and 
Drazen Lumber, North Haven, Conn., 
cut their inventory drastically. 

Products like housewares and small 
appliances must be evaluated in terms 
of competition from nearby outlets. 
One dealer admitted making a 50¢ 
profit on a $10 appliance, stocking the 
item as a customer convenience. 

Building materials. Building materi- 
als are still the backbone of most shop- 
ping center outlets. Lumber, plywood, 
tile, paint and hardware sales are still 
the most important volumewise and 
profitwise, many dealers said. Several 
dealers have discovered they failed to 
allow enough lumber display space. 

“Perhaps the biggest problem,” com- 
mented George C. Staten, Jr., general 


(continued on page 32) 
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OSHAWA WOOD PRODUCTS, LTD., Oshawa, Ont., Can.; 430 sq. ft. 





Shopping Center Stores 


(begins on page 24) 





manager, Lander Lumber Co., El 
Paso, “has been having the room and 
proper display facilities for an ade- 
quate amount of lumber, wallboard, 
plywood and hard goods. 

“We were quite surprised at the 
quantity of merchandise that people 
can get into their cars and take with 
them. We had anticipated delivering 
large orders of lumber and plywood 
from our main yard, but found that a 
majority of people want to take the 
merchandise with them.” 

Here is the amount of space devot- 
ed to lumber as reported by several 
dealers: Albuquerque (N.M.) Lumber 
Co., 75,000 bd. ft. in 7,100 sq. ft. 
store; E-G Home Center, Downers 
Grove, Ill., 5,000 sq. ft in 22,000 sq. 
ft. sales area; Monarch Lumber Co., 
Winnipeg, Man., 20% of 5,500 sq. ft. 
basement area. 

Some dealers who stock lumber on 
the sales floor have had problems of 
warping and checking if it doesn’t move 
fast enough. This problem has been 
licked by such dealers as Forest City, 
with an 8,400 sq. ft. backup warehouse 
in the rear of their shopping center 
store. Infra-red gas radiant heaters are 
used by some dealers to solve this 
problem. 

Markup and profit. Stores selling 
home improvement packages average 
almost 40% markup, management re- 
ported. One of the most successful 
operators reported an average markup 
ranging from 34% to 46%. His aver- 
age customer sale is $4. 

One western dealer has increased his 
markup in the last three years from 
29% to 34%. The most successful 
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stores had the highest markups. 

It has taken a long time for several 
shopping centers to show a profit and 
a number that opened several years 
ago have yet to do so. One dealer said 
it took two years to reach a break- 
even point; another said he had operat- 
ed at a loss for two years, but hoped 
to break even this month. 

But two dealers, both shrewd mer- 
chandisers, said they had reached a 
break-even point within three months 
after opening. Several others reported 
net profits of 6% to 10%. 

“If we can’t make 10% on our in- 
vestment, we won't be satisfied,” com- 
mented one dealer who opened a big 
shopping center store this summer. 

“It’s a pretty expensive house to live 
in,” observed another dealer, who has 
to do $32,000 monthly to break even. 
This dealer did $200,000 in cash-and- 
carry business from his center store 
last year. 

Finding qualified personnel at a 
satisfactory wage level can be more of 
a problem in a shopping center store, 
several dealers indicated, saying they 
couldn’t pay wages on a par with their 
regular yards. One dealer said that 
more comprehensive pricing and fact 
sheets are necessary for inexperienced 
shopping center personnel. 

“One of our major problems,” said 
one dealer, “is how to locate, hire, 
train and inspire good personnel. We 
have used bi-weekly training meetings 
and incentive programs, but we are 
still a long way from an optimum 
point.” 

Push credit plans. Just about every 
type of credit plan is offered by shop- 
ping center stores, using charge plates 
or credit cards to stimulate time-pay- 
ment buying. 

Channel Lumber has a “No Cost 
Charge-It” plan with no down pay- 


ment, no interest and three months to 
pay; also “Flexo Continuous Credit” 
with no down payment and up to 18 
months to pay. Channel and most other 
dealers charge 112% interest on their 
rotating budget plans. 

One southwestern dealer plans to 
institute a credit program patterned 
after the Spiegel Company’s budget 
power program. This dealer’s plan is 
to lump his 30-day, 90-day and re- 
volving accounts, including those time 
payment plans in which his firm car- 
ries the paper, into one overall ac- 
count. 

Under this program the customer 
would not be bound by a continuous, 
set purchasing limit but would set up 
his contract at the start of a series of 
purchases, based upon his credit record 
and his anticipated needs as a means 
of establishing an overall limit. His 
monthly payment would be determined 
by his unpaid balance. 

One shopping center outlet is 100% 
cash-and-carry. This is one of about 
a dozen small cash-and-carry yards 
operated by A. J. Spagnol Lumber & 
Building Supplies in Pennsylvania and 
Ohio. The shopping center branch is 
located at Pleasant Hills, near Pitts- 
burgh. 

Central Hardware, St. Louis, has 
a variety of credit plans, but 50% of 
their customers pay cash. One-third of 
the total volume by a Canadian store is 
for cash. 

Selecting a site. Choosing a good 
shopping center location is more of a 
problem for the retail building mate- 
rial dealer than other tenants. Bulky 
products must be moved in and out 
and effective displays are more diffi- 
cult to achieve. 

A shopping center that has already 
proved its popularity may be pref- 

(continued on page 34) 
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THE HALLIDAY CO., Ltd., 

Hamilton, Ont., Can.; 

9,300 sq. ft. (2-level); 

Also Niagara Falls, Ont.; 2,000 sq. ft. 


yE AL I-DEAL LUMBER & HARDWARE CO., 
Dansville, N. Y.; 
4,280 sq. ft. 





MERRITT’S, Reading, Pa.; 1,600 sq. ft. 





Shopping Center Stores 
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erable to a new center, which may be 
months in building traffic. Some deal- 
ers have turned to professional market 
analysts for help, as one dealer did 
before going ahead with plans for a 
big two-level store in an eastern center 
this fall. Some of these professional 
studies may be overly optimistic and 
must be tempered by the dealer’s own 
judgment. 

Several dealers have found them- 
selves handicapped within their centers 
because they cannot display outdoor 
living goods outside the store. Selecting 
a location at either end of the center 
may solve this problem. Some centers 
do not permit sidewalk displays. 

Types of stores already in the center 
and the method of selecting new ten- 
ants as protection against competition 
are factors in choosing a center loca- 
tion. Discount department stores, un- 
officially banned from most centers 
until recently, are now being en- 
couraged as one method of stimulating 
traffic. Forest City, Cleveland, hopes 
to benefit from a discount house tenant 
next year. 

In any event, the risk involved in a 
shopping center location is often great- 
er than can be foreseen. Within a year 
after Otto & Hollinger opened in Camp 


CENTRAL HARDWARE 
St. Louis, Mo. (suburb); 
65,940 sq. ft. 


& 


_FOODE FAIR 








Hill, Pa., another large shopping center 
development was opened across the 
city, drawing away business that is just 
starting to come back. Hamman Lum- 
ber Stores, Inc., Phoenix, is receiving 
new competition from four discount 
houses within three miles and a new 
shopping center is going up nearby. 
Lander Lumber Co., El Paso, and F. 
J. Poole, Pontiac, Mich., said they 
were hurt by an opening that coincided 
with the recession. 

After nine months of experience, 
Budd Montgomery, Service Lumber 
Co., Tulsa, decided to close his 1,500 
sq. ft. shopping center outlet. He said 
there was plenty of store traffic, but 
people were shoppers, not buyers. He 
found customers more price conscious 
than at his main store location. 

Most dealers who have a two-level 
location would prefer to have their en- 
tire store on one floor, if high rental 
didn’t make it prohibitive. Some cus- 
tomers resist going downstairs, but 
Monarch Lumber Co., Winnipeg, Can., 
has tried to overcome this resistance 
with a 20’ wide staircase and good 
signing. A two-level location requires 
more personnel and it is more difficult 
to keep a close watch on customers. 

Two dealers, A. J. Spagnol Lumber 
& Building Supplies and the Brook- 
wood Home Center, Madison, Wis., 
reported interior court locations below 
grade as unsatisfactory. They miss a lot 
of traffic. A spokesman for Halliday’s 


shopping center in Hamilton, Ont., 
said that two entrances, front and rear, 
each opening on a mall, had made it 
necessary to have two checkout count- 
ers when one would do otherwise. 

Selecting a name. While many com- 
panies have retained their firm name 
in their shopping center branch, other 
dealers have tried to define their prod- 
ucts and services with a more imagina- 
tive and descriptive designation. “Home 
Center,” “Idea House” and “Home 
Modernization Center” are among the 
names used to supplement the origi- 
nal firm name. 

Heavy, continuous promotion is nec- 
essary for a shopping center to become 
well known throughout the area. For- 
est City ran a three-week promotion in 
all their stores with a special newspa- 
per supplement to kick off the opening 
of their Golden Gate Plaza store this 
year. A 4%-5% advertising budget for 
the first year is not unusual. 

Most shopping center dealers use a 
2%-plus advertising and promotion 
budget, with major emphasis on news- 
paper space. They use constant spe- 
cial promotions with big newspaper 
display space, broadsides and other 
media. 

Store hours. Dealers report as high 
as 80% of their business is done 
evenings and weekends. Forest City 
frequently checks its registers to keep 
track of busy sales periods. They have 
found that Friday and Monday nights 
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_ Shopping Center Lessons 
For Every Dealer 


OU DON’T HAVE TO OPERATE a shopping center branch 
to profit from some of the lessons these dealers have learned 


are very good because of timely ads. 
Noon to 2 on Saturday is usually the 
slowest and 2:30 to 5, Saturday, the 
busiest. 

Unlike most shopping center stores, 
Forest City remains open until 9 p.m., 
even Saturday nights. Store manager 
Donald C. Blaine has been pleasantly 
surprised by the number of big-ticket 
appliance sales from 5 to 9, Saturday 
nights. 

Although most dealers prefer to stay 
closed Sundays, Sunday had been a 
high-volume day for Channel Lumber’s 
shopping center outlet, Parlin, N. J., 
until New Jersey’s blue laws cut Sun- 
day sales drastically. Hamman Lumber 
Stores, Inc., Phoenix, does a_ brisk 
Sunday business from 10 to 6, says 
Floyd D. Hamman. Most shopping 
center stores are not open Sundays, 
therefore dealers who decide to stay 
open will not benefit from additional 
traffic. 

Solicit contractors. While shopping 
center stores promoted consumer busi- 
ness exclusively at the start, more and 
more dealers are now encouraging 
limited contractor trade in their shop- 
ping centers, especially for pickup items 
and emergency lumber needs. 

Lander Lumber, EI Paso, opens its 
back door at 8 a.m for contractor 
customers, and manager George C. 
Staten, Jr. feels the necessity for in- 
creasing contractor business from the 
shopping center. Forest City has made 
a mailing to selected alterations con- 
tractors to encourage their business and 
store hours have been advanced for 
their convenience. 

Self-selection is encouraged through 
product pricing and identification and 
frequently shopping carts. Good house- 
keeping and attractive displays are 
musts. Nevertheless, a Canadian deal- 
er estimated that 90% of their custom- 
ers for building materials need help. 

“The building materials business is 
not a self-service business,” he de- 
clared. 

Channel’s manager Siegel added that 
power tools and swimming pools, for 
example, are two items that require 
product knowledge as well as good 
salesmen. 

Summary. Even as a shopping cen- 
ter tenant, the average dealer will be 


—sometimes the hard way. Whether you operate a country yard 
or a supermart, here are some basic operating and merchandising 
principles practiced by successful shopping center outlets that 
make good sense for any dealer. 


F 


Compensatory pricing. Most dealers reported their gross 
profit was considerably higher in their shopping center 
branch. They stay competitive, yet get a higher markup on 
items on which price comparison is difficult. 


. Product screening. Good shopping center operators detect 


dead and slow-moving merchandise early and keep close 
control over inventory in all major departments. They 
find paint, hardware, rubber goods, electrical fixtures; 
plumbing and electrical accessories and selective housewares 
are good profit departments along with building materials. 
Toys, sporting goods and seasonal goods are promoted in 
most shopping center stores. 


. More advertising and promotion. Shopping center dealers 


queried by Building Materials Merchandiser average over 
2%, more than four times the budget of the average dealer! 
Newspaper is the most popular media. Big, frequent pro- 
motions are used to create merchandising excitement and 
sales. 


. Encourage credit accounts. Charge plates and credit cards 


are almost universal in shopping centers, also a wide variety 
of time-payment plans, especially rotating budget programs. 
These same stores also have a high volume of cash business, 
keeping deliveries at a minimum. 


. Sell big-ticket packages. Nearly every shopping center out- 


let is placing heavier emphasis on home improvement sales; 
several have small stores exclusively for this purpose. These 
packages have the option of “materials only” or “com- 
pletely installed.” 


. Convenient shopping hours. Evening hours every night 
may not be necessary for the average dealer, but more 
are staying open two or three nights a week, others Saturday 
afternoons. 


faced with problems that never plagued 
him in his conventional store, where 
overhead can be cut much easier and 
so-so merchandising will get by. 

“We were interested at one time in 
opening another shopping center store,” 
said one dealer, “But we now feel 
that one centrally-located store does 
the best job.” 

Another dealer commented: 

“I think the possibilities are un- 
limited with the proper capital.” This 
dealer, after less than two years, finds 
his present store too small for volume 
display of building materials. Channel 
Lumber this year added another 6,- 
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000 sq. ft. by taking over an adjoining 
store. 

Most dealers reported operating 
costs higher than for a conventional 
store, in some cases 5% to 10%, even 
with lower wage levels. 

More than one dealer confessed 
that the problems and diminishing 
profits of his shopping center branch 
have sobered his judgment about this 
type of operation. Nevertheless, the 
growth and interest in shopping centers 
is steadily attracting more dealers who 
have the capital and the imagination 
and the willingness to take a calculat- 
ed risk. 
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Shopping Center Stores 


OUTSTANDING EXAMPLES 


(story begins on page 24) 


PGE hh 
LUMBERJACK STORES, INC., Thompsonville, Conn.; 


5,500 sq. ft. (2-level); 
Also Suffield, 4,000 sq. ft. 


FOR 
THE HOME 


DR 
mZEN 


SHOpp ine “E 


CHANNEL LUMBER CO., Parlin, N. J.; 
16,000 sq. ft. (2-level) 


LINDEN LUMBER CO., Eatontown, N. J.; 
2,000 sq. ft. 


DRAZEN LUMBER CO., ei 
North Haven, Conn.; 4,800 sq. ft. 
Charles E. Drazen, president 
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7. CsINGHAMINA THE WORLDS MOST UNUSUAL LUMBER YARD - HECHINGER Mia 


~ Sos Se: wv % HECHINGER’S, 
we Re es is ie 4a - Hyattsvile, Md.; 
28,180 sq. ft. 


FOREST CITY MATERIAL CO., 
Mayfield Heights, Ohio; 
33,000 sq. ft. 


OTTO & HOLLINGER INC., 
Camp Hill, Pa.; 
7,500 sq. ft. 
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Write today 

for ZERO’s 

61 Catalog 

and 

Profit-Making 
Prices and 
Discount Schedule! 


sweather stripping 
« saddles 
s adjustable astragals 


Get to know the ZERO line; 
being specified by more and eS 
more architects . . . because ZER : 


it’s the quality line ERO 


ZERO WEATHER STRIPPING CO., INC. 
451 East 136th St., New York 54, LUdlow 5-3230 


37 YEARS OF UNSURPASSED QUALITY 
DURABILITY AND PERFORMANCE 
Circle No. 16 on Handy Cover Card 








(Here's the one that ) 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK 








STICKS AND STAYS pifr 
6) 


Most dealers report! 
“Our sales of Dur- 


ck - Hard 


Hard. Water Putty 
gives yi 
best profit margin on 
any product of this 


, Des Moines, 
su by far the 5 ltowa 


natu. e. U se it y' nurs self, and you'll quickly 
fast, and repeats so regu- 

lar! y. Mar any pate ching materials may shrink, 
fall out or chip off. Durham's Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 17 on Handy Cover Card 
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BOISE CASCADE MODERNIZERS, 
Denver, Colo.; 
2,900 sq. ft. 
Lowell O'Conner, 


McCLONE LUMBER & SUPPLY CO. 
Appleton, Wis.; 
800 sq. ft. 


manager 





L.A. THISE 
LUMBER CO. Inc. 


meats Bee 


ee —— 


L. A. THISE LUMBER CO., INC., Lafayette, Ind.; 1,000 sq. ft. 





F. J. POOLE CO., 
Pontiac, Mich.; 
6,000 sq. ft. 


SECURITY SUPPLY CO., 
Security, Colo.; 
6,150 sq. ft. 


SHOPPING CENTER REPORT CONTINUES ON NEXT PAGE 
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SMALL SHOWROOM (430 sq. ft.) is used by Oshawa (Ont.) Wood 
Products, Ltd. to sell home modernization jobs in new metropolitan 
Toronto shopping center. Design was by James N. Lindenberger As- 
sociates, Inc., architectural consultants to BMM. 


Shopping Center Stores 


Push Big- Ticket Sales 


Most successful stores are placing more emphasis on home 
improvement sales. Four stores devote 100%, of their display 
f hi h “MeCI sch ‘ GARAGES AND CABINS are promoted 
area for this purpose. Another store, cClone Kitchens, by Forest City, Cleveland, in their shop- 
Appleton, Wis., promotes this specialty exclusively. ping center parking lot. 


KNIGHT HOME MODERNIZATION CENTER, Beverly, Mass., has KITCHEN PLANNING HINT is given Eli- 

two full-size model kitchens with built-ins. nor Anderson, new employe of ‘‘Mc- 
Clone's Kitchens,'’ by Adolph Fogel, Jr., 
district manager, Kitchenlines Distribu- 
tion, Inc. 
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“AROWAsE «PAT «© TORS LY WOOD «GARDENS «ELECTRICAL «PLUG SUPPL 


OUTDOOR LIVING GOODS ranging from lawn mowers to charcoal and barbecue equipment 
are high-profit seasonal items. Lumberjack uses sidewalk display for less bulky items. 


Profitable Products Seen in 


Shopping Center Stores 





HOUSEWARES display area has been re- 
duced in many shopping center stores, 
but Bill Jayson, non-lumber merchandise 
GIANT ELECTRICAL DEPARTMENT (30’x44’) in Channel Lumber is being duplicated manager for Forest City, has big depart- 
in many other shopping center branches on more modest scale. ment. Gadget housewares draw women. 


40 August 28, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 











LUMBER AND BUILDING MATERIALS take up large floor area 
in most center stores as in basement level (5,500 sq. ft.) of 
Monarch Lumber Co. store, Winnipeg, Man., Can. 


RUBBER GOODS  SEC- 
TION is another excellent 
profit department, re- 
ported _ Lumberjack 
Stores, Inc., Thompson- 
ville, Conn. Sales repre- 
sentative checks inven- 
tory and arranges dis- 
play. 


PLASTIC SWIMMING 
POOLS in three sizes 
were terrific this season 
for Channel  Lumber's 
manager Marvin B. Sie- 


HIGH-PROFIT SPORTING GOODS section ’ 
gel, shown with son. 


at Poole Hardware, Pontiac, Mich., is 
duplicated in many other center stores. 
Phoenix dealer says sporting goods con- 
stitute 20% of his inventory. 
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GOLDEN GATE PLAZA shopping center in which Forest City has its big store is one of several shopping centers in which the 
parent company, Forest City Enterprises, Inc. has a financial interest. 


33,000 Sa. Ft. ‘Branch’ Puts 


¢ Full-size garages, kitchens and baths promoted by ‘‘Installed Services 
Department"’ in Ohio shopping center mart. ‘‘Materials only'’ packages 
also available. 


© Major sales area also allocated lumber and building materials with back- 
up warehouse. Appliance sales tripled already. 


* Brand-new retail sales team, backed by strong management, is going 


after consumer and contractor business with special promotions to each 
market. 
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TWO KEY EXECUTIVES in new retail sales team in front of their 
new shopping center store. Bill Fishman, left, advertising and 


SHOPPING 
STORES 


promotion manager and Steve E. Feinstein, general manager 


of retail stores. 


Ras oS (Ae 


STORE MANAGER DONALD C. BLAINE came to Forest City 


after 10 years’ hardware experience with Sears. 


mphasis on Big-Ticket Sales 


CLEVELAND 

HE FOREST CITY Material Co. 

hits home improvements hard in its 

new 33,000 sq. ft. shopping center 

store, the fifth retail outlet in the Cleve- 

land area for “Ohio’s Largest Lumber- 
man.” 

As you drive into the Golden Gate 
Plaza shopping center in which the 
Ratner family has 50% ownership 
you're likely to see a building adapt- 
able either as a garage or a cottage, 
one of Forest City’s building package 
promotions in the 1,500-car parking 
lot. 

Located in the center of more than 
a score of stores and shops, Forest 
City’s store commands immediate at- 
tention because of its unusual display 
windows. 

Seventy feet of showroom window 
space, 40’ on one side of the entrance 
and 30’ on the other side, are 4’ be- 
low the store level, permitting 7’ high 


window displays without blocking a 
complete view of the store interior. 

Home improvements—kitchens, rec 
rooms and similar modernization jobs 
—will be featured in the northern 40’ 
section of the window. These displays 
are so realistic in design and decoration 
that little is left to the remodeling 
prospect’s imagination. These windows 
are dressed to attract the attention of 
women. 

Almost in the center of the store it- 
self is a 23’ square area labeled “Home 
Remodeling Center—Free Design 
Service,” with four full-scale model 
kitchens and three bathrooms. Home 
improvement salesmen have desks here. 

Another store area, adjoining the 
lumber and building materials depart- 
ments, has a full-size dormer, paneled 
on the interior to serve as an office 
and with a cutaway section showing 
construction details; a model garage is 
built to full height and one-third depth. 
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“Installed Service Division” is the 
name Forest City gives its home im- 
provement department. Three home 
improvement salesmen and a garage 
salesman work out of the shopping 
center outlet. Forest City’s five retail 
stores have more than a dozen modern- 
ization salesmen, who get a draw plus 
commission. One man heads up Forest 
City’s remodeling department for the 
overall operation and handles all sub- 
contracting. 

The “materials only” package is sold 
by lumber salesmen in addition to the 
complete remodeling package with la- 
bor and financing as part of Forest 
City’s one-stop service. 

Kitchens and garages are the lead- 
ing remodeling packages from the 
shopping center store thus far. AlI- 
though Forest City will continue to ad- 
vertise and promote home improve- 

(Text continued on page 46) 
pictures on next page.) 
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“INSTALLED SERVICES DEPART- 
MENT” is name given Forest 
City's home improvement de- 
partment. This 23-foot square 
area is devoted exclusively to 
big-ticket sales. Four full-size 
model kitchens and three bath- 
rooms are displayed. 


MODEL GARAGE helps Forest 
City sell several hundred of 
these units annually. Another 
cabin-garage model is exhib- 
ited in the parking lot. 


LUMBER SALES and the building material department are under LUMBER SHORTS, both hardwoods and softwoods, are 
the direction of Bob Hill, right. stocked in 3’ and 4’ lenghts in about 30 bins. 
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33,000 Sq. Ft. ‘‘Branch’’ 


(begins on page 42) 








How Big-Ticket 
Packages and : 
Building Materials te 
Are Merchandised at Beg ay 

Forest City Center 


4 


GAS cooking costs less 


Gas cooks for 4 the STOP INTO YOUR NEAREST 
cost. Your savings with FOREST CITY STORE OR CALL 
Gas can help you pay 

for your new range, 





¢ omplete | List of Forest City’s Remodeling Serv ices 
© Coder Closet . * Herdwoed Peers © Pose! Wells jew Roofing © Mew Siding 
f ©@ Aluominem Storm + © New Collings “ © Attic Peer 
Doors © Dormers 


© Asphalt and 
© Custom Kitchen © Jelousio Perch © New Furnace © Add-A-Room 


Coment Driveweys 


R E M re) D E L GARAGE m0 — 
YOUR GARAGE | « 


with @ New GARAGE FRONT and 
OVERHEAD DOOR 


DISCOUNT 
PRICE 


= rags 


PER MONTH 
NO DOWN PAYMENT 











SELECT HEMLOCK 


Finished ATTIC = 
En 1) = 


PANELING AND CEILING TILE displays cin te mad - A 
are combined in these fixtures, which cow ae £ Wide—tey. Ze @. 

also permit sizable inventory. Each specie ove 

is identified and priced. Store has about Complete Kit! De It. Yourself! ; tan aneene tain ts 
20 similar paneling-ceiling tile fixtures. aca 12'x28' ATTIC ROOM o 


nro 59 ZG | Ge... 52-85 
~ OHI0'S tanerst i vmBERWAN 


10800 Lang ay oem Golden Gate Piaze—H! 9.0208 


w Store Ho 4420 Moyfield Ré., Meyfiele Hy. 
BAMA PM. Mondey tere Seterdey Perr nee 











0 AM4 P.M, Teon., Wed, Sef 14651 Lorain Ave—OL 14478 
Pres Sia KE 10000 Open late Mos, There, Fri, Mites «A Mind PM. Ten, Wed, Set, 
Open ie "Wein be Minos Opes There. Fri. Mites 











BIG DISPLAY ADS are used several times weekly by Forest 
City. This one lists Forest City’s remodeling services with em- 
phasis on packaged garages, kitchens and attics on easy- 
payment plan. 
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ments, this volume is never expected 
to exceed one-third of the Shopping 
Center store’s annual volume, says 
Steve E. Feinstein, general retail man- 
ager for Forest City’s five stores. 

Right in line with Forest City’s 
extended services is their kitchen pro- 
gram for the builder, their No. 1 cus- 
tomer. In two meetings attended by 
200 builders, Forest City presented a 
program to sell and install complete 
kitchens for builders as part of their 
whole house package. 

“We now sell builders cabinets and 
ranges,” observed Feinstein. “We want 
to sell them every item we have, in- 
cluding free-standing appliances which 
are stocked at our Brookpark and 
Golden Gate stores.” 

Contractors important. The builders’ 
response to these sessions was favor- 
able, said Feinstein. Unlike many shop- 
ping center outlets operated by retail 
building materials dealers, Forest City’s 
Golden Gate is definitely interested in 
doing business with the small altera- 
tions contractor as a steady customer. 
Store opening hours have been moved 
up from 9:30 to 8 to encourage busi- 
ness from the small contractor and 
handyman, who want to start early. 

Home improvement exhibits and 


building materials dominate the shop- 
ping center store. The lumber depart- 


ment is headed by Bob Hill, who de- 
signed the lumber, tile and paneling 
displays. The lumber merchandising 
area occupies 4,500 square feet. There 
are 30 bins to handle hardwoods and 
softwoods in 3’ and 4’ lengths and 
varying widths. The “A” frames have 
120 pockets for trim and clear stock 
for casing. 

Combination paneling and tile fix- 
tures show 20 types of paneling and a 
wide variety of ceiling tile, all displayed 
in use. Each paneling bin has an in- 
ventory capacity of about 80 sheets. 

Hill is assisted by two full-time sales- 
men and two part-time salesmen. They 
work three days 9 to 9, two days 9 to 
6 and have one day off. The store has 
a backup warehouse of 8,400 square 
feet in the rear. Two men work in the 


Two Incentive Schedules Spur Forest 
City's Full-Time Salesmen 


Two types of incentive plans are 
used by Forest City management to 
stimulate sales. 

One plan covers all full-time sales 
employes—lumber and general build- 
ing materials and store merchandise— 
also store managers and assistants. In- 
centive payments for this plan are 
made the second week following each 
four-week period. 

Lumber salesmen have an addition- 
al annual incentive, which is based on 
counter sales only. The incentive per- 
centage varies, depending on total lum- 
ber sales in each store at the end of 
the year. The percentage paid is based 
on individual store, not company-wide 
performance. 

One example of the incentive plan 
for lumber salesmen: 

Up to $200,000 sales ..1/10 of 1% 
$200,000 to $225,000 .1/5 of 1% 
$225,000 and over ....1/4 of 1% 

Forest City operates its retail or- 
ganization on the basis of 13 four- 
week periods with a sales floor for 
each store based on that individual 
store’s performance for the past two 
years. This floor must be reached by 
all the sales the store is given credit 
for in each period. This includes self- 
service, charge, cash and outside sales 
for which the floor receives credit. 

If this quota is reached and is ex- 
ceeded by counter sales only, 2% of 
the overage is placed in the common 
fund for distribution. If the quota is 
not exceeded by counter sales, only 
1% of the overage is placed in the 
common fund for distribution. 

Each store has an individual quota 
to reach for each four-week period 
during the year based on each store's 
individual performance. 

The common fund is distributed for 
the third and fourth periods as follows: 
manager 10%; lumber and hardware 


warehouse lumber department, four in 
the non-lumber department; also re- 
stock the store. 

Lumber delivery tickets, also ware- 
house orders, are written at the lumber 
desk in the store and both charge and 
cash tickets must be checked through 
the register to fill an order. No tickets 


APPLIANCE AREA 
in shopping center 
branch takes 
about 2,000 sq. ft. 
of free-standing 
appliances, _ built- 
ins, air condition- 
ers, TV sets, etc. 
Note time-payment 
sign, right. This 
picture was taken 
in Brookpark 
branch. 


salesmen, 90%, based on percentages 
arrived at, which are based on 1959 
counter sales to total sales of store. 

The manager’s portion of the fund 
will vary from the 10% amount, based 
on percentage increase or decrease of 
store sales of three previous periods 
in current year to same three periods 
of the prior year. For each 10% in- 
crease or decrease, 1% will be added 
or deducted from the base 10%. 

Case example. Salesman X is now 
receiving 27% of the funds after the 
manager distribution of 10% during 
the third and fourth periods. At the 
end of the third period, the counter 
sales of the 13th period of 1959 and 
the Ist, 2nd and 3rd periods of 1960 
will be added for this salesman and 
compared to the total store sales for 
this period. 

His percentage of counter sales to 
the total sales will be used to compute 
his new percentage of the fund for 
the Sth, 6th and 7th periods. This 
method will be used four times a year. 

Each salesman, therefore, will have 
an opportunity to increase his portion 
of the common fund by increasing 
his counter sales to the total store 
sales of the prior three periods. 

The common fund increases for the 
salesmen’s mutual benefit by increas- 
ing the outside sales for which the 
individual store is given credit each 
period. Increasing both counter and 
outside sales leads to a larger distribu- 
tion. 

A lumber sales replacement receives 
10% less than the replaced salesman 
until the next three periods of sales 
experience, when the balance is ap- 
portioned to the others in the ratio of 
percentages of the other men to their 
total. In the event a man is not re- 
placed, the total percentage will be ap- 
portioned to others in the department. 


are written in the warehouse, but the 
warehouseman keeps one copy when he 
fills an order. 

Footage allocated product displays 
is subject to radical change, depending 
on the season and the merchandising 
possibilities of respective items. For in- 
stance, shortly after the store was 
opened, the area for appliances was 
increased from 700 to 2,000 square 
feet. Toys will shortly occupy most of 
the front of the store until Dec. 25th 
and outdoor living items will be given 
big space in the spring. 

Sales breakdown. The following cur- 
rent allocation is a basis of compari- 
son: housewares and appliances, each 
2,000 sq. ft.; hardware, 1,500 sq. ft.; 
paint, 1,500 sq. ft.; electrical depart- 
ment, 400 sq. ft.; plumbing department, 
800 sq. ft.; unpainted furniture 500 to 
1,400 sq. ft., depending on the season. 

Store sales are divided into 20 cate- 
gories on the register and a weekly 
breakdown is received on the sales rec- 
ord of each department and its per- 
centage of the overall store total. 

Toys and carpeting are two lease 
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departments operated by the shopping 
center store. Forest City has five dif- 
ferent credit plans. The latest offers 
most repossessable items on the basis 
of $10 down and $5 per month, with 
the unpaid balance due within 36 
months. 

“Housewares help to build store 
traffic,” explains Feinstein, defending 
the amount of space allotted to this 
department. Overall, it is a_ traffic 
producer rather than a direct profit 
producer, but houseware sales _fre- 
quently lead to sales of appliances or 
other big-ticket items. 

While the shopping center store 
gives the impression that Forest City 
is in lumber and _ building mate- 
rials with both feet, Forest City is ac- 
tually giving more attention to non- 
lumber items than ever before. Fein- 
stein estimates that 65%-80% of the 
non-lumber items now being handled 
by Forest City’s stores were not car- 
ried a year ago. Bill Jayson, a former 
housewares buyer for Bamberger’s, is 
now merchandise manager for all 
non-lumber items. President Max 
Ratner, in his first annual report to 
stockholders, predicted a further di- 
versification of products and lines in 
Forest City’s stores. 

Both Feinstein and Jayson are part 
of a new retail sales team developed 
by Forest City within the last two 
years. Bill Fishman, formerly associated 
with Master’s, the discount department 
chain in the east, is advertising and 
promotion manager. Donald C. Blaine, 
who had 10 years’ experience with 
Sears as hardware salesman, hardware 
department manager and store man- 
ager, was hired to manage the Golden 
Gate Plaza store. 

Intensive sales training, including 
help from Art Hood, former editor and 
now consultant of Building Materials 
Merchandiser, has been a factor in the 
32% sales increase registered by For- 
est City in the first five months of this 
year, exclusive of the Golden Gate out- 
let. More dollars for promotion have 
helped, too. 

“It takes some time to educate peo- 
ple on what's available in a shopping 
center store such as ours,” emphasizes 
Feinstein. The Golden Gate outlet 
opened quietly last February 25th with 
a mere advertising mention that the 
store was open for business, but wasn’t 
fully staffed. In April, all five Forest 
City stores staged a three-week pro- 
motion celebrating the opening of the 
new Golden Gate branch with prizes 
in all five stores. 

Heavy advertiser. Forest City regu- 
larly runs display ads in the best-read 
sections of the Cleveland Plain Dealer 
on Thursday, Friday and Sunday. A 
successful classified ad promoting ga- 
rages runs under the department head- 
ing: “Who Can Do It.” 

It is no secret that the Golden Gate 
Shopping Center has not drawn the 
traffic expected of it when it opened 
about two years ago. Some tenants 
report better traffic since Forest City 
opened its branch. A discount depart- 
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HINDLEY PIC-PAKS 


let customers see exactly what they want! 


Here is the most modern, profitable way to merchandise bright wire. In 
pre-packaged, pre-counted, PIC-PAKS. “See-thru” tops let customers 
recognize Hindley quality at a glance. Let them choose exactly what 
they want, too! From a selection that includes everything in bright wire 
for house, workshop and garage. 

For you, Hindley PIC-PAKS also cut 

inventory time and speed turnover. 

And full mark-ups build your profits 

faster! 

Your wholesaler has PIC-PAK rack 

refills and new assortments ready for 

you. Order enough today! 








FILLS ALL BRIGHT WIRE NEEDS. 
Hindley PIC-PAK Assortment No. 36. 
Needs only 16” x 20” wall or counter 
space. Holds 216 units of the 36 most 
wanted items, all in PIC-PAKS. Includes 
screw eyes, cup hooks, screw hooks, cur- 
tain rod hooks, shoulder hooks, and 
clothesline hooks — plus many others! 


indley HINDLEY MANUFACTURING COMPANY 


. = 1897 Cumberland, Rhode Island 








WIRE HARDWARE > COTTER PINS * PLUMBING SPECIALTIES 
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ment store, soon to be erected in the 
center, is expected to improve traffic. 
“Buy Where Your Builder Buys” is 
the headline slogan used by Forest City 
several times with amazing results. 
Fishman deplores the lack of lum- 
ber advertising at the consumer level 
and the lack of advertising support 
from the lumber industry as a whole, 
quite in contrast with co-op help from 
major suppliers in appliances, tools 
and other products. He tries to feature 
a number of lumber items in most ads 
and possibly a headline with a lumber 


connotation. A recent direct mail 
broadside to 400,000 boxholders illus- 
trated and priced many of the 50,000 
items available at the shopping center 
outlet. 

Store hours are 8 a.m. to 9 p.m. 
Monday through Saturday at Golden 
Gate. The store has 18 full-time and 
12 part-time employes. 

Forest City’s decision to take space 
in its own shopping center was not 
based on the fact that a shopping cen- 
ter location was necessarily the most 
desirable. Forest City needed a retail 
store in this area and the shopping 
center seemed most satisfactory. That 
principle, Feinstein said, would deter- 
mine the decision to occupy space in 
another shopping center—if and when 
that question comes up. 


Forest City’s Expansion Program 


Based on Dealer Sales Control 
Land acquisition and builder coordination are tools used 
by Forest City to reach an all-time sales high of $36,191,- 
811 last year. President Max Ratner directs a business com- 
plex centered on construction—residential, industrial and 


commercial. 
OREST CITY 


created a stir 
in business circles 
last year by be- 
coming a public- 
ly-held company, 
a move now being 
considered by sev- 
eral other super- 
mart operations 
in the building 
materials field. 
The Forest City Max Ratner 
complex operates 
under the corporate name of Forest 
City Enterprises, Inc., four major busi- 
nesses, all allied to the building field. 
These major branches are: lumber; 
retail sales; land development; com- 
mercial and apartment building. 
Interests within these four divisions 
range from several big bowling alleys 
to several enormous shopping centers, 
inside and outside Cleveland; from 
the sale of a can of paint to a house- 
wife to a tract of land to a builder. 
Few metropolitan dealers control 
construction, both residential and 
commercial, as completely as Forest 
City Material Co., Cleveland, a di- 
vision of Forest City Enterprises, Inc. 
President Max Ratner, in his first 
annual report to stockholders, termed 
land as a “basic element” in the con- 
struction industry and the “success of 
the builder as the one certain guaran- 
tee of the success of your company.” 
By coordinating and solving the 
builders’ problems for him, Forest 
City enables a builder of limited means 
to build several times as many houses 
as he would otherwise, Ratner points 
out. 
Profit picture. This profitable ar- 
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rangement helped boost the sales of 
Forest City Enterprises, Inc. to an all- 
time high of $36,191,811 last year, a 
gain of $4,722,560 over 1959. 

Earnings, Ratner reported, were 
the second highest in the company’s 
history, amounting to $1,259,049 for 
those companies which are more than 
50% owned by Forest City and $180,- 
499 from participation in companies 
in which Forest City has 50% owner- 
ship. 

Assets in the more than 50% owned 
companies rose to $25,716,835 and 
net worth to $13,987,560, both new 
highs for the company, said Ratner. 
Sales of lumber, millwork and other 
building materials accounted for $29.- 
415,756 of the overall sales. Total 
earnings per share from all sources 
were 64¢, including Forest City En- 
terprises estimated equity in earnings 
of less than 50% owned companies. 

Lumber continues to account for the 
largest volume and greatest profit of 
any single branch of Forest City En- 
terprises, Inc., Ratner noted, but a 
drop in construction late last year 
placed lumber on an equal sales foot- 
ing with 1959 after an excellent first 
nine months. 

Retail diversification. While lumber 
continues to be the backbone product 
of Forest City Enterprises, Inc., rang- 
ing from west coast wholesaling op- 
erations to retail sales, management is 
placing more emphasis on retail prod- 
uct diversification. 

“Retailing may prove to be a sub- 
stantial new vehicle for company 
growth,” observed Ratner, “because it 
is more stable than construction.” 

Forest City, through its community 
planning, materials supply and finan- 


BOB HILL demonstrates use of battery- 
powered lift of 2,000 Ibs. capacity in 
backup warehouse. 


cial sources, has coordinated the work 
of the builder so successfully that it 
is “to a great extent responsible for 
the success of the construction indus- 
try in the Cleveland area,” adds Rat- 
ner. 

Better service to the contractor is 
also being provided, since Forest City’s 
basic growth is admittedly tied to the 
success of its contractor customers. To 
help the builder control his material 
costs, Forest City began a program 
of IBM billing this year. 

Land control. Land development, 
says Ratner, still represents the com- 
pany’s greatest growth potential. Dur- 
ing 1960, Forest City’s equity in real 
estate was increased from $6,254,403 
to $11,033,969. 

“Your company is one of the few 
organizations in the United States,” 
Ratner told stockholders, “which has 
integrated to the point that it not only 
develops lots for housing, but also 
uses land to its broad ultimate purpose. 

“The company purchases many 
tracts of land that a subdivider nor- 
mally would not buy, since he could 
not fully use it by developing com- 
mercial as well as residential projects 
on the land.” 

This policy, Ratner points out, en- 
ables Forest City’s prospective home 
buyer to live in a well-rounded com- 
munity with convenient shopping and 
recreational facilities. 

Because of its large land holdings, 
Forest City has developed land for 
ultimate use by commercial and indus- 
trial buildings, apartment buildings 
and shopping centers, which are held 
by the company for investment. 

Last year construction was started 
on 250 apartment suites in which the 
company has a 50% interest, and in 
the 150,000 square-foot Midtown 
Shopping Center, Parma, Ohio, in 
which the company has a half inter- 
est. Forest City is helping build a 
500,000 square foot shopping center 
in Buffalo, N. Y. and another shop- 
ping center on a 27-acre tract in Rich- 
mond, Ind. 

Land purchase and development 
will continue to be a Forest City pol- 
icy, said Ratner, as a tool in develop- 
ing the metropolitan areas it serves. 
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SHOPPING CENTER REPORT (begins on page 24) 


TWO-STORE SHOPPING CENTER built by lumber dealer Eugene Greenman, Dans- 
ville, N. Y. Greenman leased grocery supermart. 


Small-Town Center Branches 


UILDING MATERIALS retailers 

may find it profitable to build their 
own small shopping center, as did 
Eugene Greenman in Dansville, N. Y. 
(pop. 5,000). 

Greenman built a two-store center 
in 1958 with a paved parking lot for 
225 cars. His own store, I-Deal Lum- 
ber and Hardware Co., occupies 4,- 
280 sq. ft. while the adjoining grocery 
supermart, which he leases, takes 6,- 
000 square feet. 

Greenman has plenty of warehouse 
space and room for further expansion. 


He handles contractor trade along 
with consumer customers. He uses di- 
rect mail promotion from his hardware 
co-op, also newspaper advertising to 
combat new cash-and-carry competi- 
tion in town. 

Greenman’s shopping center is near 
the center of town, but not on the 
main stem. He advises any dealer who 
is thinking of a similar project to make 
sure he has a clear understanding with 
the city fathers about the details. Main 
street businessmen also may not be 
sympathetic to such a development and 


local citizens can create quite a fuss if 
a favorite tree is uprooted. 

I-Deal Lumber has two main en- 
trances—one from the parking lot 
and the other from the grocery super- 
mart. Swinging glass doors allow the 
grocery shopper direct entrance to the 
lumber store without going outside. 

Greenman has six full-time employes 
and two part-time, including his wife 
in charge of books. The store is open 
from 7 to 6 daily, Thursday and Fri- 
day until 9. 


GROCERY SHOPPERS can come directly 
into the I-Deal Lumber & Hardware Co. 
without going outdoors. |-Deal also has 
a front entrance. 





Schedule National Hardware 
Show for Chicago, Oct. 2-6 


CuicAGo—*“Learn what’s new for 
*62 and plan your profits while you 
do” is the theme of the 16th annual 
National Hardware Show to be held 
in McCormick Place Oct. 2-6. 

More than 300 manufacturers— 
among the 1,000 hardware, house- 
ware and allied item producers—will 
unveil new lines of power and hand 
tools; garden fertilizers, chemicals and 
applicators; seeds, bulbs and nursery 
stock; fences, gates, arbors and trel- 
lises; planter and lawn decorations; 
outdoor furniture and cooking equip- 
ment; lawn games and play equip- 
ment. 

Buyers will be able to make on-the- 
spot comparisons of full lines of hard- 
ware and housewares; appliances; 
handyman equipment; painting, 
plumbing and electrical supplies; au- 


tomotive tools and equipment and re- 
lated items. 

Added attraction. Winners based on 
technical, functional and merchandis- 
ing aspects of the first annual Hard- 
ware Packaging Exposition will be an- 
nounced during the show. More than 
40,000 are expected to attend. 

Regularly scheduled bus service will 
be maintained every 15 minutes from 
9 a.m. to closing time between hotels 
and motels and Chicago’s lakefront 
exposition center. Service from the 
near north side will run on 20-minute 
schedule to McCormick Place. 

Exposition hours are: Oct. 2, 11-6; 
Oct. 3, 10-6; Oct. 4, 10-10; Oct. 5, 
10-6; and Oct. 6, 10-3. Advance reg- 
istration and details may be obtained 
from National Hardware Show, 331 
Madison Ave., New York 17. 





FHA Will Back Easier-Term 
Loans for Fallout Shelters 
WASHINGTON—A_ Federal _ Hous- 
ing Administration announcement that 
it will insure easier-term loans for 
construction of nuclear-fallout shelters 
for residences has created a new mar- 
ket for lumber and building materials. 
Fallout shelters built with these in- 
sured loans can double as _ studies, 
laundry rooms and darkrooms. In ad- 


dition to brick, concrete block, ce- 
ment and reinforcing materials, a 
shelter used as a study, for example, 
could be finished with wall paneling, 
ceiling and floor tile, shelving and 
other materials. 

FHA Commissioner Neal J. Hardy 
said the new home rehabilitation loan 
program recently authorized by con- 
gress can cover fallout shelters with 
double use as long as they meet pro- 
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tective standards set up by the Of- 
fice of Civil and Defense Mobiliza- 
tion. The program provides FHA re- 
payment insurance for construction 
and repair loans up to $10,000 re- 
payable in a maximum of 20 years. 

FHA-backed loans for such shel- 
ters have been available all along un- 
der an older property improvement 
program, but carried stricter financ- 
ing terms. 





Private Construction Up 4% 

WASHINGTON—Private construc- 
tion expenditures in July amounted to 
$3.7 billion, equal to the June level, 
but 4% higher than July, 1960, the 
Commerce Dept. reported. Normally 
these expenditures decline about 1% 
from June to July. 

Spending on residential building, 
largest factor in private construction 
outlays, totaled $2.1 billion in July, 
a slight dip from June, but about $90 
million higher than July a year ago. 
For the first seven months of 196] 
total new construction expenditures 
amounted to $32 billion, a rise of 
2% from the like 1960 period. 

The value of all new construction 
in July amounted to $5.4 billion, up 
1% from June and 5% above July, 
1960, the Commerce Dept. said. 
Spending on all new construction rose 
to a new high during the month, an 
increase that for the first time this 
year has topped the pace forecast by 
the department. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
ullowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





SITUATION WANTED 











MILL REPRESENTATIVE, with large follow- 
ing among Wholesalers and Retail Lumber 
Yards in Metropolitan New York area, seeks 
connection with top-notch source to sell 
Millwork, Mouldings, Lumber and all al- 
lied building materials. Experienced - of- 
fice - references - commission. Address 
Box R-23 Building Materials Merchandiser. 





Young Executive Available. College grad- 
uate. Over 11 years’ retail and wholesale 
experience in lumber, millwork and build- 
ing materials. Seeking management type job. 
Will relocate. Address Box R-35 Building 
Materials Merchandiser. 





Experienced lumberman, 25 years. Lineyard 
purchasing agent. Yard manager. Sales man- 
ager. FHA financing and construction. De- 
sire change to Southwest. Top references. 
Address Box R-34 Building Materials Mer- 
chandiser. 





MANUFACTURER'S 
REPRESENTATIVE AVAILABLE 











Experienced Salesman, with solid following 
in New York and vicinity, seeks lines as 
MANUFACTURER’S REPRESENTATIVE for 
specialty items sold to Lumberyards, Distrib- 
utors, Wholesalers and _ Industrials. Com- 
mission, references, office, car. Address 
Box R-24 Building Materials Merchandiser. 





Established agency, 15 years, needs one ad- 
ditional line for Iowa, Nebraska, Missouri, 
Kansas and Illinois, excellent Cook County 
Contact. Jeff Priesmeyer & Co., 837 E. Essex, 
Glendale 22, Mo. 





LUMBER FOR SALE 











HELP WANTED 








Marketing Specialist 
Challenging opportunity in Building Ma- 
terials Marketing for college graduate, ex- 
perienced in product marketing and sales 
Knowledge of building materials distribu- 
tion necessary. As staff liaison between mar- 
keting management and field sales, he will 
have responsibilities in the areas of market 
analysis, sales forecasts, advertising and 
sales promotion and planning and develop- 
ment. 


This newly created position offers excellent 
growth potential with Insulite, one of the 
oldest manufacturers of products in this 
field. In addition, this position offers a 
broad program of employee benefits, all 
Company paid. 

Send detailed resume, including salary re- 
quirements to Don Lindert, Minnesota and 
Ontario Paper Company, 500 Investors Bldg., 
Minneapolis 2, Minn. 


PONDEROSA PINE 
Write us about your requirements: 


1. #3 Com S4S RWRL or 1x12 
2.44 Com S4S RWRL or 1x12 
3. 4/4 S4S C & Better RWRL 


Ponderosa Pine de Mexico 


P. O. Box 88, Ft. Worth, Texas 





BUSINESS FOR SALE 











Prosperous Building Material Business in 
Michigan's best resort town. Ample ware- 
house and yard space. Large, modern sales- 
room. Best of prospects. About sixty thou- 
sand will cover stock and equipment. Will 
sell or lease, land and buildings. Address 
Box R-28 Building Materials Merchandiser. 





Man 30-40 experienced in supervising yard 
operations and employees. Hard worker with 
good knowledge of lumber and kindred ma- 
terials. Some sales experience desirable. Ex- 
cellent advancement possibilities. Location 
Chicago suburb. Address Box R-29 Building 
Materials Merchandiser. 





West Coast shipper interested in experienced 
dealer salesman for area sales. Particularly 
interested in anyone moving to West Coast. 
Write full details of education, experience, 
ete. in confidence to Box R-3l Building 
Materials Merchandiser. 





WANTED: Superintendent experienced in 
operation of millwork factory doing volume 
detail work. Reply to P. O. Box 6578, Or- 
lando, Florida. 





Retail Manager wanted who has had experi- 
ence where there is business and competi- 
tion. Salary and bonus. Good deal for right 
man. 

Paul Dixon, Sac City, Iowa 
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FOR SALE: Michigan Lumber Yard, pre- 
fabricating plant, office storage, all modern 
equipment, 24,000 sq. ft. with railroad sid- 
ing; now prefabricating homes and summer 
homes, covering state of Michigan, also 
excellent retail business. Can be purchased 
with or without inventory. This is not a run- 
down business but a company with excellent 
reputation. For further details, write Box 
R-30 Building Materials Merchandiser. 





Lumber and Building Material Yard located 
in fast-growing Tennessee Valley area near 
Wilson Dam, Alabama. Will sell inventory 
and equipment. Address Box R-33 Building 
Materials Merchandiser. 





LUMBER YARD WANTED 











WANTED: Lumber Yard located in north- 
western Pennsylvania or northeastern Ohio. 
Your replies will be confidential. Address 
Box R-32 Building Materials Merchandiser. 


MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





CHAIN LINK FENCE. Direct from factory 
to you. Wires, posts, rails, fittings. Will ship 
wire or any accessory separately. Write con- 
cerning dealership in your area. Ship any- 
where. Contact: TE 3-7587, B. W. Kemp, 
944 Main St., Beaumont, Tex. 





NEW COMMERCIAL STANDARD for la- 
minated flooring industry is CS233-60, 
Standard for Laminated Hardwood Block 
Flooring. It covers 9”x9” three-ply floor- 
ing block made of oak, beech, birch, 
cherry, maple, hickory, pecan or walnut. 
Special folders enclosing a copy of 
CS233-60 and carrying facsimilies of 
HPI Certificate of Flooring Bond Per- 
formance are available free from Hard- 
wood Plywood Institute, Box 6246, Ar- 
lington 6, Va. In quantity, the folder 
sells for 15¢. 
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Hardware Store Business 


Matched Set at Reduced Price 

Adams Brush Mfg. is offering two 
brushes with a combined value of $4.84 
to retail at $3.95 with an extra bonus. 
Dealer pays for 12 sets and receives 
one set with display as a bonus. 

Called the Handi-Pair, the matched 
set consists of a 4”-wide wall brush and 
a 1”-wide angular trim brush, ideal for 
trimming windows, sash, moldings and 
furniture. The wall brush is 7%” thick, 
has a bristle length of 3144” and a nick- 
eled ferrule with two-tone beavertail 
handle. Adams Brush Mfg. 

Circle No. 213 on Handy Cover Card 


New Sales Aids 


Valspar Home Finishes Center 

Five prestige Valspar products pri- 
marily related to wood finishing are dis- 
played on a_ seven-shelf merchandiser 
that is available to dealer at no charge 
with original order. 

Rack is topped by a lighted sign above 
illustration indicating uses for the prod- 
ucts and wood panels showing actual fin- 
ishes. Dealers may choose from several 
assortments. Assortment No. | has a 
total retail selling price of $286.14; 
dealer’s cost is $171.60. The Valspar 
Corp. 

Circle No. 214 on Handy Cover Card 


Building 
Materials 


MERCHANDISER 


Kwikset Product Merchandiser 

Kwikset has available a permanent 
floor display to take the place of sev- 
en previously required individual 
mounts. Store manager Pete Bogdanoff 
of James Hdwe. Co., La Habra, Calif., 
was photographed above while showing 
customers one of Kwikset’s 12 trim 
rosettes on the new stand. 

Kwikset presently has a special offer 
until Aug. 31 wherein it will give the 
entire display with hardware, worth over 
$210 retail, free with a minimum order 
of backup stock. Kwikset Div. 

Circle No. 215 on Handy Cover Card 
(continued on page 52) 





flexbac " 


MASKING TAPE 


new packaging with 

consumer appeal 

for easier display 
..and more im- 
pulse sales! 


NOW! 
UP TO $450 
ADDITIONAL PROFIT 





ON EVERY HOUSE USING THE 


TRUSS SYSTEM 


A tried-and-proven fabrication plan that means 
hundreds of dollars savings on every job, in 





SPECIALIZED 
INSURANCE 
for LUMBERMEN 
SINCE 1912 
Write for our free booklet, You can get 
real dollar savings through safe lumber yard 
operations, which explains how costly unsafe 
practices can be and shows how our 
Safety Engineering department can save 


money for your lumber yard. Write Lumber 
Insurance Department. 


Lumbermens 40 UL) GY 


a division of Chicago 40 


Circle No. 20 on Handy Cover Card 
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labor, time, equipment and engineering: 
@ Speeds building completions 


@ Requires only one jig table 
@ Makes trusses to fit every roof need 


Compare With Any Other Program: 
COMMON $ENSE WILL SPELL OLYMPIC 


Shy 


Write, wire or phone collect 


OLYMPIC TRUSS PLATE CORPORATION 


4062 N. E. 5th Avenue, Ft. Lauderdale, Fila. 
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Hardware Store Business 
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Pocket Door Frame Display 

A new Sterling pocket door frame 
counter unit is 22” wide x 18” high. It 
uses full-size sections of the preassem- 
bled track assembly plus samples of the 
metal studs and split jamb installed in 
their proper positions. 

A small sliding door is mounted with 
the Micro-Disc hanger for complete op- 
erating and adjusting action. Door open- 
ing has been framed to show proper 
manner of finish. Sterling No. 1420 
pocket door frame is shipped complete. 
John Sterling Corp. 

Circle No. 216 on Handy Cover Card 


NEW SALES AIDS 


(begins on page 51) 








shedeBeretin iimacinies Offered 

A new ShadeScreen dispenser-display 
rack fits into a minimum of floor space. 
It measures 3814” wide, 17” deep and 
514’ high. 

A built-in demonstrator at top of dis- 
play dramatically illustrates the cooling 
effect of ShadeScreen. Actual samples of 
the material placed in front of a light 
bulb lets homemakers feel the differ- 
ence in temperature that use of Shade- 
Screen will make. The rack dispenses 
ShadeScreen in the most popular widths. 
Kaiser Aluminum & Chemical Corp. 

Circle No. 217 on Handy Cover Card 


‘‘Hire a Houseboy”’ Plan 

Red Devil’s “Hire a Houseboy” Plan 
is especially designed to sell the maker’s 
Houseboy floor polishers and floor-care 
supplies. 

A new selling center dispenses floor- 
care applicators and supplies as well as 
Houseboy floor polishers for rental or 
sale. Uses for the new line of floor-care 
pads are depicted on the display. Rental 
constitutes a home demonstration and 
rental costs up to $5 may be applied 
against purchase price of the machine. 
Red Devil Tools. 

Circle No. 218 on Handy Cover Card 





How an Ancient Chinese Custom 
Inspired the World’s Best 
Wood Finish 


TUNG OIL, pressed from the nut of the tung tree, 
was used to waterproof Chinese ships as long ago 


as the 14th century. 


A thin, transparent oil, it penetrates deep into the wood 
pores, forming an almost permanent seal against moisture 


because it retains its elasticity. 


Using specially-processed tung oil, WATERLOX carries 
the resins and driers into the hardest maple or oak...so that 
sealer and finish coats practically become a part of the wood. 


WATERLOX dries into a beautiful, armor-like surface 
(either satin or gloss) that never needs~waxing, yet resists 
moisture, heat (even boiling water), alcoholic beverages. 

losest to a permanent clear wood finish for over 26 years, 
WATERLOX beautifies floors, paneling, furniture, cabinets, 
doors. Easy to apply. 








| Write for Free Sample 

Attach this ad to your letterhead for a free one-pint 
sample of Waterlox Transparent, free 7” x 8” 
sample of Waterloxed maple flooring, free 16-page 
booklet “Natural Wood Finishes with Waterlox”. 


WATERLOX DIVISION 
THE EMPIRE VARNISH CO. 
2638 East 76th STREET, CLEVELAND 4, OHIO 





Circle No. 22 on Handy Cover Card 
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SLIDING DOOR 
HARDWARE 


A COMPLETE LINE FOR 
EVERY BUILDING NEED 


GUARANTEED TROUBLE FREE 


Sell it for a Big Profit 
Sell it with Confidence 


Sold only through Distributors 


Hardware Mfg. Co., Inc. 
2581 Atlantic Ave. « Dept. B « Brooklyn 7, N.Y. 


Circle No. 23 on Handy Cover Card 
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.,.are so naturally at home in practically any 
type of building. The appeal of their fine 
design, plus the “time-tested” durability of 
quality wood construction, are just a few of 
the reasons why Qualitybilt casements are 
found in beautiful buildings everywhere. 
Your nearby Qualitybilt distributor can give 
you all the details. Call him TODAY! 


FARLEY & LOETSCHER MFG. Co./DUBUQUE, IOWA 


Circle No. 24 on Handy Cover Card 
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